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The Oxly Hammer 


with a non-breakable handle that 
won’‘t bend, break or collapse — 
can’t rust, rot or corrode. 


THE PLUMB FIBER-GLASS HANDLE 
Guaranteed non-breakable in normal use. 





FAYETTE R. PLUMB, INC. PHILADELPHIA 37, PA. 
f 


te ViIPORTANT NOTICE! 


STRING-TAG is hanging from the chuck of a new kind 

of 4” drill. ..a fist full of power, wrapped in an entirely new 
shape for new versatility in portable electric drills! 

‘© The pride of the BESSGTON power tool 

NEW line has a ‘‘pick-me-up-and-try-the-trigger” 


e appeal that’s almost magic. And the power- 
DeSSToOoni | 7 7 : 
house drive, combined with new design fea- 


17,!' ; 

Va DRILL tures, now make interchangeable attachments 
hecditmmummen# real working tools, instead of gadgets. 
So, here’s our tip to the trade. . . all conventional 14” drills become obsolete 


at exactly 10 a.m. October 10... at the opening of the Hardware Show. 
See why, at Booth No. 189. 


Disston Division, H. K. Porter Company, Inc., Philadelphia 35, Pa. 











DISSTON DIVISION PORTE H.K.PORTER COMPANY, INC. 


PORTER SERVES INDUSTRY with steel, rubber and friction products, asbestos textiles, high voltage electrical equipment, electrical wire and cable, wiring 
systems, motors, fans, blowers, specialty alloys, paints, refractories, tools, forgings and pipe fittings, roll formings and stampings, wire rope and strand. 
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Yale "80"... priced under $3.00 


TESS 
’ 


a 
wait 
ye rm Secu" 


YALE 85 NIGHTLATCH 


All the features of the rugged Yale “80” dressed in a modern, smoothlined design that sells on sight. Packaged in its 
own “salesman” —an eye-catching display shelf-box with latch in transparent plastic bag. Five-pin tumbler keying — 
operated outside by key—inside by knob. Latchbolt can be held back by stop. Same cylinder and screw hole locations 
make the new “85” interchangeable with the Yale ‘80”’ 


Contact your jobber or write The Yale & Towne Manufacturing Y yay | a & TOW N 3 


Company, Lock & Hardware Division, White Plains, N. Y. 


Want more facts? Circle 101, p. 63 
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Nicholson and Black Diamond files have a totally new and different combination of customer appeals. First 
they come with a bright orange and black Hi-Impact plastic handle. They’re mounted on an attractive card 
with suggested uses and the price of each file. File and card are encased in an airtight skin pack to keep 
everything factory fresh. 48 of the most popular Nicholson and Black Diamond files come in a handy, 
compact display that stands on counter tops or hangs on peg board. The display is free when you purchase 
the 48-file assortment. + Here’s everything you need for alert merchandising. You’re selling a well-known 
and respected brand. The display creates impulse sales. It turns browsers into buyers. Most of alli it’s a 
way to get files off the shelf... out into the open where customers can see them. « Find out what big 
file sales really mean. Call your regular Nicholson or Black Diamond wholesaler today. 


° 
NICHOLSON FILE COMPANY, PROVIDENCE 1, RHODE ISLAND ><, NICHOLSON —_ 


FILES ¢ ROTARY BURS e¢ HACKSAW AND BAND SAW BLADES « GROUND FLAT STOCK « INDUSTRIAL HAMMERS 


these 
files 


sell 
themselves! 





Handles designed and made by Danco Mfg. Co. —a Nicholson Subsidiary 
Want more facts? Circle 102, p. 63 
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— its no trick 
to make chain sales 
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Display ACCO Extra-Bright 
Zinc Plated Proof and BBB Coil Chain 
in Pails or Drums 


e Your whole chain sales picture will brighten when you display acco Proof 
Coil Chain and BBB Coil Chain with the new Extra-Bright Zinc Finish. So 
sparkling and so different is this chain, that it actually sells itself. For 
instance, it’s the kind of chain that will catch the eye of the customer who is 
looking for a mooring line for his boat. Home owners will see many practical 
uses for it such as closing off the driveway or hanging potentially dangerous 
tools out of reach of the children. 

Whatever the end use, your customers will be well pleased with the new 
Extra-Bright Zinc Finish these two popular chains offer. A durable protec- 
tive coating bonded to the chain surface, it is highly resistant to rust, stain, 
and tarnish. Stays bright long after standard zinc finishes turn dull and 
dirty looking. 

Extra-Bright Zinc Proof and BBB Coil Chain is put up in two new 
ready-to-use containers for the convenience of customers and clerks. You 
can choose from sturdy, reusable steel Acco pails, or attractive Leverpak 


fibre drums if you order larger quantities of chain. 
‘ *Registered Trademark, Continental Can Company 


soanorreunmare | AMERICAN CHAIN 
Contact your American Chain © 


distributor for complete informa- _ American Chain Division * American Chain & Cable Company, Inc. 
tion about these items or write ‘ Bridgeport, Conn. * Factories: *York and *Braddock, Pa. 


our York, Pa., office for your Sales Offices: *Atlanta, Boston, *Chicago, *Denver, Detroit, *Houston 
b "— 


é 
be 
: e *Los Angeles, New York, Philadelphia, Pittsburgh, *Portiland, Ore., *San Francisco 
copy of free literature DH-426. | *Indicates Warehouse Stocks 


1 
t 


Want more facts? Circle 103, p. 63 
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Editorial 


by W. A. Phair 


It’s your loss... 


The wave of imports sweeping over this country has reached pro- 
portions that are very likely to hurt retail sales. 


Industry after industry finds itself losing business due to imports; 
workers are being released for lack of work due to foreign competi- 
tion. In many, many instances these workers are your customers. 


I think we sometimes forget that when we import goods, we are 
actually importing labor. This foreign labor replaces U. S. labor. 
Immigration laws restrict the number of people who may permanently 
enter this country. But there appears to be no limit on the amount of 
labor that may be imported as merchandise. This doesn’t make sense. 


This import problem has generally been treated by retailers and 
wholesalers as primarily a headache of manufacturers. This may have 
been an accurate appraisal in past years, but it is not true today. 
Imports have risen to a point where they are affecting industries and 
employment. And anything that affects employment, affects the whole- 
sale and retail business. 


Labor union leaders in the past have also looked upon imports as 
something outside their interests. But their attitude is now changing. 
They are learning that imports are taking away employment from 
their members. 


Chicago, for example, has been hard hit by imports of Japanese 
radios and other electronic devices. The number of employed mem- 
bers of a large electrical union there has dropped 14,000 in three years. 
This union recently sponsored a series of radio announcements urging 
consumers to buy American-made goods. 


The Chicago situation is not an isolated event. It is being dupli- 
cated in many other fields and in many other locations. Even Canada 
is feeling the effects of Japanese imports. Canada estimates that it 
has lost 2,370,000 man hours of labor due to Japanese radio receiver 
imports alone. 


The U.S. hand tool industry is another example of what is happen- 
ing. This is a relatively small industry, but it is important to the hard- 
ware trade and to national defense. The number of workers in hand 
tool factories has declined from 12,500 in 1947 to 7700 this year. 


This drop in employment occurred in a period when imports of 
service tools rose from about $250,000 in 1948, to an annual rate of 


more than $8,000,000 at the end of 1959. 


Still another example, close to home, is the wood screw industry. 
Imports of this item have increased 56 times over the pre-war volume. 
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Editorial 


continued 





Foreign screws now represent close to 60 percent of the total U. S. 
market. The American sewing machine market has practically dis- 
integrated from the impact of imported machines. 


This all sums up to one basic fact: We are importing more labor 
than we are exporting. The U. S. labor that is being replaced by 
foreign labor represents many of your best customers . . . workers 
located in plants in practically every part of the country. If the 
present trend in imports continues, wholesalers and retailers are going 
to lose a great many good customers for their goods. 


Who will pay for it... 


What can be done about this problem? There are many means of 
controlling the flow of imports. Tariffs were established for this very 
purpose. But under our so-called “reciprocal agreements,” import 
duties have been reduced to a state of uselessness. Still further reduc- 
tions on many items are proposed by government officials. 


We are all adult enough to understand the relationship between 
imports and exports. But tariffs have now become a political tool; 
economic factors are no longer important. 


Imports have always had an important and recognized position in 
the American market, including the hardware trade. There are some 
products that have a unique quality or material that make them 
especially suitable for importing. In fact there are some imported 
items in the hardware industry that have, with the years, become 
staple items. 


But today’s flood of imports is so far beyond a reasonable level as 
to leave me seriously concerned about our future. 


We are told that a high import rate is necessary to encourage under- 
developed nations to become industrially self-sufficient. If we don’t 
help them by taking their goods, they will turn to Russia, we are told. 


But nobody tells us where the money is coming from to maintain 
this policy. If we keep tearing down our own industries, who will be 
left to carry the tax burden? Sooner or later we will have to look at 
this from a self-interest viewpoint. We can’t go on supporting the rest 
of the world forever; we just don’t have the resources. 


Is it to be our permanent policy to support foreign industries. 
regardless of what it costs us, or how much damage is done to our 
own economy? 


It seems to me that we are at the cross-roads on imports. It is time 
that we faced this subject from the viewpoint of what is good for this 
country, rather than from what is good for the rest of the world. If 
we don’t take this attitude we may indeed find ourselves a second-rate 
nation, with our principal industries weakened, and our markets con- 
trolled by foreign sources. 
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The quality 


costs no more! 


Good Housekeeping 


. 
wo as ADvERTISIO _ 


You do the right thing for yourself, and for 
your customers when you DISPLAY Crocus 
oe “i sited . and Horizon. 
saci Going So, please put the names CROCUS and 
HORIZON in your want book and underline 
them! 


COTTON , , oa SAMSON 


Crocus is a solid braided 
cotton line with 90% of 


icwegeinmeccvet, AZ| CORDAGE WORKS e BOSTON 10, MASS. 


World’s toughest cordage . . . Since 1888 


Want more facts? Circle 104, p. 63 
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WASHINGTON 


culo 


A SUMMARY OF EVENTS THAT WILL AFFECT YOUR BUSINESS 


Wage-hour: dead for this year... 


Dealers have won the fight against a new wage-hour law, at least 
for this year. House and senate members failed to agree on a 
compromise between the modest house-passed bill and the broad 
demands of senate Democrats. The measure died on the conference 
table. It was a slap on the wrist for Democratic White House 
hopeful John F. Kennedy, sponsor of the senate bill. But Kennedy 
will pledge even broader—and costlier—welfare measures if elected 
president. 


Sale made, tax due... 


Most sales made on revolving credit plans are still not regarded 
by U. S. tax officials as installment purchases. Internal Revenue 
Service insists that you must pay taxes on most such sales when 
made. This applies even though you may not receive full payment 
in one tax year. Only items usually sold on normal installment terms 
are exempt from the ruling. IRS refused to follow a U. S. District 
Court decision. The court said taxes may be reported as payments 
are made. Should more courts upset the tax rule, it could be 
changed. 


Watch your mail pieces .. . 

If you use third class rates for advertising pieces, here is some- 
thing to watch. The postoffice department is working on new 
regulations. The aim: standard sizes and shapes on envelopes, 
ecards, self-mailers so the postoffice can use new processes and 
machinery for speedy handling. Regulations are expected to be 
published in October, to be effective within two years. Everyone 
will have an opportunity to present their views. Manufacturers 
and wholesalers will be interested, as suppliers of advertising 
pieces. Dealers will have to be posted, for the one who deposits 
mail in the postoffice is responsible for meeting regulations. 


The spirit counts, too... 


You may be in for a slap-down by the Federal Trade Commission 
if your co-op advertising violates the “spirit” of anti-trust laws. 
FTC reasoned this way in a case involving use of an automatic 
in-store sign by a large retail food chain. Different ads flashed on 
the sign every few minutes. FTC charged that disproportionate 
fees were charged by the chain for time on the sign. While not 
expressly outlawed, this “clearly violates the spirit of the law,”’ 
FTC says. 
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a _— c F eo _ for Peg Board or Counter Display 











Master, <@ Master, = Master Bae ~~ § Master 
adlock j Padlock Hie : a 
3 : ha Padlock — Padlock 








een tage og 


aed 
4 ONLY 44-D 2 ONLY 66-D 4 ONLY 22-D 
4 ONLY 55-D 2 ONLY 77-D 4 ONLY 105-D 
4 ONLY 500-D 


Dress up your peg board padiock ' 
24 ONLY PADLOCKS CARDED x 1 
ai 


display with MASTER’s eye-catch- 
ing new plastic sign —- FREE with 
purchase of 24-fast-sellers, This 
versatile easel-backed sign can 
also be used as a counter or 
window display. Order No. 1290 
assortment from your wholesaler! 


Master Jock Company, 





Retail Value $12.90 / Dealer Net Cost $8.60 / Display Sign FREE 


- * 
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HARDWARE BUSINESS 


OUTOOK 


TRENDS AND FACTS TO HELP YOU PLAN FOR THE FUTURE 


How good are drop shipments. . . 


Dealers are going to pay a lot more attention to their buying prac- 
tices in the months ahead. The reason: Drop shipments suddenly 
have come into the limelight as a way to beat the profit squeeze. 
The extra margin through drop shipment buying is enticing, at 
first glance. On second glance, dealers are realizing they need 
to sharpen their pencils, and do some figuring. Will the extra 
margin offset the loss in turnover rate, in capital tied up in in- 
ventory? An extra 5 or 10 percent looks less glamourous. Dealers 
can make known their ideas on drop shipments by using the ques- 
tionnaire on page 53. 


Future business appraisal . . . 


In spite of some soft spots, the economy is operating at new high 
levels and the prospects for further improvement are good. This is 
the opinion of industry officials attending the Chamber of Com- 
merce Midyear Business Outlook Conference. Here are some of the 
views: Although construction expenditures may be off from a year 
ago, it is a transitory phase. Prospects are that construction will 
turn upward in 1961. General trend of interest rates probably will 
be down for the rest of 1960 into 1961. The Federal Reserve Board 
may maintain a neutral policy until trend becomes clearer. The 
consensus: expanding economic factors outweigh contracting fac- 
tors. 


Plan your future now... 


Lower interest rates spur dealers to take a new look at store im- 
provements. The Federal Reserve Board has moved towards an 
easier money policy. That means lower interest rates to improve, 
expand business. Now is the time for dealers to take another look 
at store modernization plans, to talk the situation over with their 
bankers. This may be the time to set up long range financing to 
improve present stores, or to plan new stores. This easier money 
usually stirs industry to make delayed improvements, which could 
mean sizeable gains in your industrial sales this fall. 


A strong finish for "60... 


Your customers will be in a buying mood during the months ahead. 
In July income was at a new high, at $407.1 billion annual rate; 
53% million persons were employed; unemployed was at low ebb; 
consumer prices were stable. In recent months retail store sales 
have been good. Consumers have been cautious about buying autos, 
new homes, big ticket items. Your customers evidently have money 
to spend, are skittish about big items now, are willing to spend it 
on smaller items. That adds up to good sales this fall, into the 
holiday gift and toy season. 


... turn to page 92 for more news of How’s the Hardware Business 
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Cruelty “s" 


IN TOOLS 
(GF <hationges HIME 1OOls mame 


- ne Side 2 Features 
pat NEW ‘“‘KITMASTER’’ WRENCH 


SETS 


Side ] 
REVOLUTIONARY 


Fick Quick” 


SOCKET SETS 


Features 


BC crastenger FINE TOS? 


— = ¥\\ 
* LUBED 


A git 


—— ie 
| — oy 


No more boxes of 
“Scrambled Tools” . 

no frustration or lost 
time! Exact fit “Con- 


tours” keep tools in cor-% 


Every tool 
is always 
VISIBLE, 


rect places ... in full 
sight ... always ready 
to pics up and_ use. 
When lid is closed, tools 
are locked in 
No extra cost for this 
revolutionary tmprove- 
ment. 


posi’ 


¢ CONTENTS °* 


SIDE 1 


One each of 6 different Top-sell- 
ing “PICK-QUICK” Socket Sets in 
Y,", ¥" & Yo" Square Drives— 
ranging from 11 to 17 pieces, 
including box. 


SIDE 2 


2 each of 7 different everyday- 
demand ‘‘KITMASTER” Open End, 
Box and Combination Wrench 
Sets, ranging from 3 to 10 pieces. 
Also 2 each of 3 different 4%" & 
¥"' Hex Drive ‘“SOCKETEER’’ 
Socket Sets, ranging from 9 to 
12 pieces. 


REVOLVES 
ON STAND 
(For Floor 
or Counter) 


APPROVED 
MERCHANDISING 
PROGRAM 


with “KIT 

“| MASTER”! 

é: Pouch has 

clear, durable 

Vinyl window on front and rugged 

Leatheroid Vinyl back. Wonderful VISI- 

BLE SELLER, too—your customer sees 
everything at a glance. 


JUST INTRODUCED ...AND ALREADY HUNDREDS OF STORES 
LIKE YOURS REPORT RECORD-BREAKING PROFITS! Put this 
Brand-New Challenger Self-Service Merchandiser in your 
store... then watch your own profits skyrocket BECAUSE 
... 1) Every customer instantly recognizes the advantage 
of jumble-free “Pick-Quick” Socket Sets... 2) Every cus- 
tomer immediately sees that “KrrmMasTER” Wrench Sets are 
the perfect answer for vISIBLE, compact, dirt-free storage... 


é LEE ALL STEELE NN ANE saandente tenn 


3) Every tool is American-Made, Fine-Quality, Factory- 
Guaranteed ...and 4) Every Set is a Stand-out Value that 
creates big impulse Volume! 


Get details Today .. . through your Jobber . . . or write 


challenger TOo.s 


PENENS TOOL CORP., SCHILLER PARK, ILL. 


SUBSIDIARY OF PENDLETON TOOL INDUSTRIES, INC. 
“Over Fifty Years Leadership in Fine Tool Engineering” 
Want more facts? Circle 106, p. 63 
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MERCHANDISING 


newsletter 


A REPORT TO HELP YOU MAKE BETTER LONG RANGE PLANS 


RESENTMENT GROWS AGAINST BOGUS PAINT PROMOTIONS. Some "“buy-one, get-one 
free" paint deals and other sales schemes are growing in scope. 
And criticism of them is also growing. Hardware Age reported a 


Swell of consumer and federal scepticism (see June 30, p. 14), but 
the stream of questionable deals continues. Now, the FTC is chas- 
ing some suppliers on counts of obvious deceptive pricing. Also, 
the Joint Paint Industry Coordinating Committee urges dealers to 
promote quality in lieu of dubious bargains. 
































NOW _ YOU CAN TAKE THE GUESSWORK OUT OF CHRISTMAS PROMOTIONS. Last year's 
sales in the nation's department stores have been analyzed. These 
figures show 17 percent of 1959's business was done between 
Thanksgiving and Christmas and, what's important, prove that five 
key selling days account for more than a quarter of all holiday 
Sales. You'd do well to note these five days (in order of im- 
portance) on your promotion schedule for Fall: Monday, Dec. 19; 
saturday, Dec. 17; Saturday, Dec. 10; Saturday, Dec. 3; and 
Monday, Dec. 12. Windows, impulse displays and ads should be 
pegged to these dates. 









































BETTER CHECK LAST WINTER'S FOUL-WEATHER LEFTOVERS SOON. While this sunm- 
mer was unusually cool over much of the country, an early and 
severe winter is seen by long range forecasters. You are naturally 
wary of buying snow goods if you're sitting on fans that should 
have sold but didn't. But early computations by electronic brains 
tell us there will be snow in the Rockies and upper Plains states 
in September. Also, Fall snows are expected in the Northeastern 


States. Rare early frosts have hit some areas. How are you fixed 
for shovels, chippers, salt? 



































PLENTY OF NEW ITEMS SOON TO COME ON MARKET. Many new concepts are 
Stirring that will affect your sales late this year and into 196l. 
For example: A $124 18 in. lawn mower powered by a small 
rechargeable battery; flat, 12 in. fluorescent light panels for 
the home will beam more than 100 watts of light from a 50-watt 
source; cordless electric skillets and vacuum cleaners 
unrestricted by outlets. Nickel-cadmium batteries, principal power 
source for cordless electrics, perform well and cost little to 
recharge. When the weight and cost of these batteries are 
brought down, their uses will be endless. 
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FM 6-Tube Radio, * 2922, 


AM-FM-Stereo with full- 

- function push button con- 

A TT? ¢ ‘i trol! Can receive AM and 
| an FM at the same time for 
true Stereo! 9 tubes, 2 


push-button rectifiers, 3 diodes. New 


a “Voltage Doubler’ cir- 
cuit. Two balanced speak- 
Stereo-Radio cre Model 3586, Jet Black 


and Gray, ret. $100.* 


dual-speaker 
AM/FM Radio 


A full feature 5-tube clock 
radio with Arvin’s new 
electronic memory unit— 


‘‘Repeat-A-Call”! Push- 


push-button ing a button resets alarm 


and radio for 10, 30, 45 

~ or 60 minutes of extra 

Clock Radio sleep. Model 50R67 Bone 
White, ret. $49.95* 


Pheata 
. & Fi oh ‘] 


true stereo 
Portable 
Phonograph a MR 55 


Get set for more profits! Get all the 


facts now by calling your Arvin Dis- 
and more tributor or the Arvin Radio Sales De- 


in a Complete, partment in Columbus, Indiana. 
Feature-Loaded Line! 


Colorful Arvin ads in leading national 
magazines are pre-selling for you right now! 


Want more facts? Circle 107, p. 63 


Already a smashing sales 
success! Sell more of your 
FM play with a 6-TuBE 
Set IN THE 5-TuBe PRICE 
Crass! Rich-toned recep- 
tion. Extra-sensitive tun- 
ing. Wrap-around styling. 
Line cord antenna, plus 
outside terminal. Model 
30R12 Persimmon, mode! 
30R18 Sandstone, ret. 
$29.95*. Fully discounted 
for full profit! 


The ultimate in AM-FM 
table radios! Dual speak- 
ers with cross-over net- 
work. Automatic fre- 
quency control. Push-pull 
circuit. 1 diode and 6 
tubes plus rectifier. Hand- 
some wrap-around styl- 
ing. Model 30R58, Taupe, 


ret. $75.* 


Two balanced 5” speak- 
ers swing out or detach 
up to 20 feet apart for 
console-like stereo! Dual 
channel sound fidelity. 2 
amplifiers, 2 tubes plus 
rectifier. Four speed 
changer. Compact, hand- 
some wood cabinet. Model 
80P78, ret. $69.95* 


See the complete Arvin line at 
Arvin's Sales Offices in New York 
or Chicago. Space 612, 1150 Broad- 
way, New York; Spaces 501-2, 
American Furniture Mart, Chicago. 
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ARVIN INDUSTRIES. INC. 
Consumer Products Division, COLUMBUS, INDIANA 
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WwW ISS... Biggest 


J. Wiss &2 SONS CO., NEWARK 7, N. J. 


World s Largest Manufacturer of Shears, Scissors, Pinking Shears, Skalloping Shears, Metal Cutting Snips and Garden Shears 


Want more facts? Circle 108, p. 63 
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New WISS self-service 
snip displays 
- save space...sell more 


The new Wiss displays follow in specific assort- tion that is easy to read... quick to catch the 
ment the N.R.H.A. recommendations for hard- eye. Wiss snips are the highest quality available. 
ware selling. Here in these compact units are Theyre competitively priced. And there s a com- 
everything you need to increase your snips sales. plete 40% discount to dealers on all solid steel 

And Wiss’ award winning package and sleeve __ snips. Start selling more snips now. Specify Wiss 
is a display in itself... gives full sales informa- snips when you order. 


Here are 8 reasons why WISS 
is the best-known name, the best selling line! 


The most complete line — sizes and types to meet Outstanding displays — tailored to retailer needs, 
every cutting need for home and industry. made to create business. 


Unmatched quality —more quality features — finest Valuc a <page distress sales 
or markdowns w ‘iss. 
steel, hot-drop forging, keener edges, easier cutting. — oe 
E ye-catching, award-winning packages that help 


Result getting advertising that presells for you. in mealies enna ones job nooios 


New products and ideas that add interest and vari- R eputation—more people know Wiss, and want Wiss 
ety—promotions that help you sell. than any other brand. 





\ 
\ 


‘ 


M-1 Metal Master M-1R Metal Master With Grips No. 9 Inlaid Snips A-9 Solid Steel A-16 Solid Steel 


Aviation, 934" long “Aviation,” 934" long 1244" long 124%" long 16” long 


name in the business! 


Sold only through the best wholesalers in the business 





Want more facts? Circle 108, p. 63 
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on fast moving 
Spring Garden 


HERE > Be EAST A r Y, PROFIT | 


Accessories 


3ISQUARESPRAYS retail dealer’s: 


The only sprinkler that really waters and sat- value cost 
urates a square area from 2’x 2’ to 35’x 35’. 
GETS THE CORNERS! SAVES WATER! 
NO WET WALKS! Designed for tandem 
hook-up to allow several SQUARESPRAYS 
to be used in series. Built-in cartridge chamber 


allows fertilizing while watering. All metal $8 85 3H QT 
construction. List Price: $2.95 each. . * 


DEALER BUYS 





1 2 BOXES (1 Counter Display) 


WATERFEED' 30-10-10 


FOR LAWNS: Concentrated, cartridge-form 

fertilizer, water-soluble. WILL NOT BURN. 

Odorless. Non-toxic, safe for use around chil- 

dren and pets. One cartridge will effectively 

fertilize 50 sq. ft. For use with SQUARE- 

SPRAY® #954 WATERFEEDER® and $ 
other fertilizer applicators. Box 20 cartridges. 

List Price: $1.00. * 





6 each (1 Counter Display) 
WATERFEEDER'’' MopEL 954 


Fertilizer applicator for cartridge or tableted 

water-soluble plant foods. Attaches to any type 

watering or sprinkling device, SQUARE- 

SPRAY®, soaker, hose, faucet, etc. Holds as $ 

many as 4 WATERFEED® cartridges at one ] QR 
time. List Price: $1.99 each. * 





2 BOXES BULK- PACK 
WATERFEED'’ 30-10-10 


The economy-pack. Contains 200 fertilizer 

cartridges. Once your customers buy WATER- 

FEED® in regular size pack, they want to 

buy bulk-pack fertilizer cartridges and save. $ 

Takes small space but returns big profit. $Q 00 b 04 
List Price: $4.95 each. . * 


AND YOU GET 3 
SQUARESPRAYS 


FREE 335 0.00 
$51.54 927.03 


PLUS: FREE POINT OF PURCHASE $51.54 
MATERIALS, SHELF TALKERS, STATE- g profit 9703 

MENT STUFFERS included in each promo- : 

tion package. of 48% $24.51 PROFIT 


on fast moving garden products that 

relate to each other for multiple sales. 
Please order by name 
“Promotion Pack #156" 

No orders accepted after January 31, 

1961. Delivery anytime. Order as many 


xara : 25 ee ug as you like but order NOW, If your 
Contributions to finer gardening jobber is unable to supply you con- 


PROEN PRODUCTS CO., Oth & Grayson Streets, Berkeley, California — tact the PROEN PRODUCTS CO. 
Want more facts? Circle 109, p. 63 
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You ll pe 


SITTING PIETY. ..it you order plenty 


of Sterling Halite now, 
before winter storms hit! 


The season's first storms will start a rush on Sterling Halite—to 
clear sidewalks, steps, driveways of snow and ice! So be prepared 
for extra profits. Order Halite today and order enough. Halite 
comes in 10-lb. bags (6 to a bale), in 25-Ilb. bags with carrying 
handle, and in 100-lb. bags. FREE: Folder of ‘‘Merchandising 
Ideas”’ to help you sell more Halite all winter long. Send for it today. 


STERLING HALITE melts danger away / 








STERLING HALITE SALES SLANTS 


48.9% greater melting power than other snow 
and ice treatments at 30° F.! « Dissolves 46 times 
its own weight on snow or ice! + Most effective if 
spread while snow is falling or before freeze! 
- Breaks up ice and hard-packed snow by fast 
two-way action! « Use it under rear wheels of car! 











INTERNATIONAL SALT COMPANY, CLARKS SUMMIT, PA. 


Buffalo e Boston « Charlotte « Chicago e Cincinnati « Detroit « Newark 
New Orleans « New York e Philadelphia « Pittsburgh e St. Louis 


Want more facts? Circle 110, p. 63 
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NOW’S THE TIME TO GET SET 
FOR POWER MOWER SELLING! 


Pennsylvania 


Power Mower 
Division 
SIGH [22 c. 
Proven Merchandising 
M O N T H a ? roero aay = 


Consumer Promotions — backed by National 


W O R K I N G Advertising, strong point-of-sale materials, and 
Co-op advertising. 


Dealers’ Promotions—backed by hard-hitting 


C A Pp I i A _ trade advertising and direct mail. 


Exciting New Promotions to make merchandisers 


out of your salesmen. 


Realistic Profits 


Special Note to Merchandising Dealers: We sincerely believe | that Pennsyl- 
Your Pennsylvania Distributor has a new Bonus’ vania has the most advanced Lawn and Garden 
Buy plan that will really produce extra power Merchandising Program in the Industry. We 
mower action for you! Ask him about your free realize that this is a bold and broad statement 
gifts, your Bonus Buy double discounts, and and we ask you to judge for yourself. If you 
special promotions to give you a head-start on want to make money on mowers—Wire collect, 


competition! Cal Shera, Marketing Manager. 


rePNUN SB 2 VA As 


POWER MOWER DIVISION p- 


American Chain & Cable Company, Inc., Stevens Lane, Exeter, Pennsylvania. 
Executive Offices: Bridgeport 2, Conn. Export Dept.: 230 Park Ave., New York 17, N. Y. 
Canadian Sales Agents: John A. Huston Co., Ltd., Toronto 10, Ont., Canada. 


Want more facts? Circle 111, p. 63 
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for ''K’’ Model Repeating Shotguns 


And that’s why they sell so readily —they’ve 
got what millions of hunters want Se 
: — C-LECT-CHOKE. Settings are 


at prices they can afford! ea positive and clearly visible. 


CHANGEABLE CHOKE: Everybody 

e 19 5K 12 wants this feature. And here it is—made 
ga. specifically for the gun and on the gun 

$43.95 retail when they buy it. There’s none better. 


COMFORTABLE SHOOTING: Cushion 
rubber recoil pad and barrel vents behind 
the choke where they’re most effective 
(12, 16 and 20 gauge models.) 


SAFEST, HANDIEST SAFETY: On the 


mete | small of the stock in shooter’s line of 
Cushion rubber recoil pad mig a : 
protects shoulder. vision. Convenient to operate with thumb 


while raising gun to fire. 


a QUICKER RELOADING or change of am- 
mo: Detachable clip holds 2 shells (with 
one in chamber ) With extra clip or two, 
shooter enjoys fastest possible reloading 
or change in type of load. 


Safety—“‘right under your thumb’”’ 


Quick-detachable clip maga- 
zine (12, 16 and 20 ga. models.) 


$42.95 retail And here is your specification 
18 5K —‘“‘quality that stays sold.’’ 

. 20 ga. During the past 10 years, less 

$39.95 retail than one Mossberg gun in a 
thousand has been returned to 


the factory for repair or serv- 
183K 410 ga. __sice—or for any other reason. 


$37.95 retail 


. ~~ of . 
' Oddy. 


FREE: Write factory for complete catalog. pA 
©. F. Mossberg & Sons, Inc. OSs erg 
1609 St. John St., New Haven 5, Conn. for accuracy 


Want more facts? Circle 112, p. 63 
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Oniy Keystone Steel & Wire Company does it! Each roll of fence made 
by Keystone is branded with red paint. This special trademark bellows 
RED BRAND! Your customers recognize this fence with the top red 
wire immediately. They know it’s Red Brand—the fence that’s Galvan- 
nealed® to outlast ordinary galvanized fence. The 


Proved in Performance... if only 


Red Brand is a big seller because it’s proved in performance. It has been f ence 
a favorite among farmers for generations. Users of Red Brand agree it lan e 

costs less to own the best fence because it lasts years longer. Red Brand Ba LULA tL) abt 
is made of the finest copper-bearing, rust-resistant steel wire. Sos . at that 


Strong Selling Support... SSE ee 4 4 sells on 


Naturally, you benefit from the wide popularity and quick identification a Ses A sight 
of all Red Brand products, including Galvannealed Red Brand barbed ea 
wire and Red Top® steel fence posts. Keystone continues to give you 
strong selling support with advertising over farm radio and television 
and in national and local farm publications. All this means faster turn- 
over and higher profits for you. 
Why sell less when you can sell more of the best? It will pay to 
stock up on Red Brand today. 


KEYSTONE STEEL & WIRE COMPANY 


Peoria, Illinois 


makers of Red Brand Fence « Red Brand Barbed Wire - Red Top® Steel Posts + Keyline® 
Poultry Netting »« Non-Climbable Fence - Gates + Nails « Baler Wire 
Want more facts? Circle 113, p. 63 
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IF YOU SELL 
GOOD PAINT= 


SELL 
GUM TURPENTINE 


the original 
standard Paint Thinner 


You wouldn’t sell a diamond in 
a brass setting—so why sell sub- 
turps with Good Paint. Gum Tur- 
pentine is the original, fool-proof 
paint thinner for oil-based paints, 
enamels and for varnishes. It pen- 
etrates properly to anchor the paint 
—enriches the paint film. Nation- 
ally advertised in leading mag- 
azines. Order a good stock of Gum 
Turpentine today. The AT-FA seal 
is your assurance of genuine spirits 
of Gum Turpentine. 


AMERICAN TURPENTINE FARMERS ASSOCIATION 
General Offices: Valdosta, Ga. 


\ \\\ AAAI 
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facts? Circle 114, p. 63 
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Pittsburgh announces...a perfected 
Latex House Paint 


Unhurr ied research W Pittsburgh research leadership 


now gives you a latex house paint 

: you can recommend with absolute 
and field tests result confidence. Because Pittsburgh 
tock the extra time necessary to 


in a far superior latex perfect this new kind of paint. 


exterior paint! e Made with the same miracle 

. resins used in today’s extra-tough 
auto and appliance finishes, new 
Pittsburgh LATEx House Paint 
has been proved far superior in 
test after test . . . in all parts of 
the country. 











e You can promise customers 
every one of these big benefits: 


@ no brush drag 
paints over damp surfaces 


dries bug- and dust-free in 
Ya hour 


can be used on any type surface 
resists fumes, fading 
eliminates chalk wash 

resists blistering, peeling 


cleanup’s a snap—just 
soap and water 


e This is the hottest paint in the 
business ... researched and 
tested until 100% right! Don’t 
pass it by—mail coupon today. 








@ Mail coupon today for com- 
plete details about this new and 


perfected Latex House Paint. Pittsburgh Plate Glass Company, 
Paint Division, Dept. HA-90, Pittsburgh 22, Pa. 








le 
| 











I am interested in selling wonderful new Pittsburgh 
LaTeX House Paint. 


PITTSBURGH PAINTS ._. 


© PAINTS « GLASS + CHEMICALS + BRUSHES « PLASTICS - FIBER GLASS 


PITTSBURGH PLATE GLASS COMPANY 
, IN CANADA: CANADIAN PITTSBURGH INDUSTRIES LIMITED 





Address 





City__ County 





Want more facts? Circle 115, p. 63 
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From The 
Makers Of 
The All New.../] 





NEW EXCLUSIVE FEATURES ADD EXTRA USABLE LIFE TO EVERY EAGLE TARP: 


® STRONGER, MORE RUGGED CANVAS ee esa) Aya tii@glt) Bulla | 
e IMPROVED WATER & ROT RESISTANCY e SEWED THROUGHOUT WITH 
e TRIPLE SEWED SEAMS; DOUBLE SEWED HEMS ROT RESISTANT THREAD 








| want a free suit of Wenzel 
Pe v Insulated Underwear. Send me 


@ complete details. 


ora NAM. 


ATTENTION OF 










p SHOWING Parente waht < ADDRESS. 
: ROPE-IN-HEM OQ, Sen 
¥ / ; bic Ph 
q “age? y : eli so aaa 
H. ia, 74au TENT & DUCK COMPANY 2200 S. Hanley Rd_., St. Louis 17, Mo. 











esBiiice |_ ili. Sure-fire 
See SRS ) Sales booster 
SAFETY center eee 


SAFE WINTER DRIVING BEGINS HERE : for cold 
‘Tad weather profits! 








») 


y Ae 


« 


C 


» 


« 
RX 
»s 


CCK 


~~ 


ORDER YOURS NOW 


and watch your 
winter sales snowball! 


ORDER FROM YOUR 
DISTRIBUTOR TODAY!-. 
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> This colorful attention getting 3-color display has built in 
— sales appeal for cold weather profits. Gives your 
> customers a chance to study Osrow products close up. 
J Place it in a prominent position against wall or counter and 
watch impuise sales jump! This traffic stopper makes 
customers safety-minded, helps to spur sales of your other 
winter lines. It’s like having another salesman! Contains 
four tested winter safety items for broad consumer 

appeal — 24 Sno-Off snow brushes, 6 spray cans of 
Osrow’s new instant windshield de-icer, 12 heavy-duty 

ice breaker Scrape 'n Squeegees all pre-packed ina 
single shipping carton, including a free bonus of 

12 No. 8 Giant Scrapers worth $4.68 retail. 





PRODUCTS CO., INC. 


Swear” 
HAZEL STREET, GLEN COVE, LONG ISLAND, NEW YORK 


Want more facts? Circle 117, p. 63 








FARMERS SAY: Handi-gard Aluminum 
Coatings add years of life to my grain 
and live stock buildings. They're easy to 
apply, keeps building neat looking and 
cooler inside in summer, 





BUILDING OWNERS SAY: We specify 
Handi-gard Aluminum Coating because 
they reduce under roof temperatures up 
to 15°. Working efficiency, living con- 
ditions are improved and air condition- 


MAINTENANCE MEN SAY: We like an 
aluminum coating that requires little stir- 
ring and that can be brushed or sprayed 
on walls and roofs. Handi-gard fills the 
bill, and it lasts longer, saving us time 


ing costs are reduced. and money. 


everybody likes it! sell 


handi-gard 


ALUMINUM ASBESTOS FIBRED ROOF COATING 


The Aluminum Coating that 
gives these big “consumer 
oleh Ze latiole (=. 


@ Reduces interior temperatures up to 
> a 


Resists moisture and corrosion, lasts 
longer. 


Reflects heat rays up to 70%, wears 
longer. 


Can be easily brushed or sprayed on 
roofs and sidewalls. 


Requires a minimum of stirring. 


For complete information write to DEPT. HGA | Road, Cleveland 6, Ohio 


EVERYBODY LIKES IT! Sell the full line of 
handi-family of quality products 
Calking & Glazing Compounds, Roof Cement, 
Aluminum, Colored & Black Roof Coatings, 
Foundation & Water Repellent Coatings, 
Aluminum & Black Roof & Metal Paints. 

Want more facts? Circle 118, p. 63 


the GIBSON - HOMANS company 
2366 Woodhill Road « Cleveland 6, Ohio 


Factories: Conyers, Ga. * Matawan, N. J. * Richmond, Cal. 
Portland, Oregon ¢ Cleveland, Ohio 
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This STEELMARK of the American 
Steel Industry tells you that 

a product is made of modern 
Stainless Steel. 


WHAT MACY’S DOES 
WITH STAINLESS, 
YOU CAN DO, TOO! 


Stainless sales UP, upstairs and down! 


Take a tip from Macy’s, New York: there’s more profit in “‘made-of- 
stainless” flatware, cutlery, and utensils. 

On the main floor, Macy’s beautiful Stainless Steel Center has become 
one of the most profitable specialized departments in the store (this in 
less than a year). Emphasis: strictly on highest quality flatware. 

In the basement Housewares Section, Macy’s features quality stainless 
utensils, cutlery, and lower priced lines of stainless flatware. Here again, 
sales are up. Customers are demonstrating a built-in preference for 
stainless. 

Leading hardware retailers are capitalizing on this preference for a 
material that lasts without special care. Stainless won’t break because 
it is solid all the way through. Stainless steel is elegant, at home in any 
home. And stainless steel won’t tarnish... resists scratches and 
discoloration. 

Talk with your suppliers. You'll find more profit, more compliments, 
more prestige, more repeat sales, and less work selling stainless 
flatware, cutlery, and utensils. For a free “STAINLESS RETAILERS 
MERCHANDISING KIT”, write Republic Steel Corporation, Dept. 
HA-9648, 1441 Republic Building, Cleveland 1, Ohio. 


REPUBLIC STEEL 


CLEVELAND 1, OHIO 


Werltti Wider Rewige off Studland, Stiols aud, Stool, Predletle 


Want more facts? Circle 119, p. 63 
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UPSTAIRS: Macy's Stainless Steel Center displays DOWNSTAIRS: Macy's Housewares Section features 
highest quality stainless steel flatware. stainless utensils, cutlery, and flatware. 
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Spectacular new 
1961 showcase for both 


NHMA 


National Housewares | ==> 
Exhibits ever btore, pomiting 


the greatest display of 
merchandise in the 22- 


“ year | of NHMA 
Your most important a — 


dates in 1961 _ @ Professionally catered 
restaurant facilities 


JANUARY 16-20 (EET 
JULY 10-14 iS 


Chicago’s Magnificent New 
Lakefront Exposition Center 
(McCormick Place) 








Serving the housewares industry since 19585 


NATIONAL HOUSEWARES MANUFACTURERS ASSOCIATION 


(Gtaleotolaclola ti to Maleh Mic] a= clachile 


1130 Merchandise Mart + Chicago 54, Illinois 


Want more facts? Circle 120, p. 63 
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Swing-a-way has everything you want! 


The quality you want: SWING-A-WAY is rated first in quality and value by America’s 
foremost testing laboratory. The style you want: SWING-A-WAY is as fresh as to- 
morrow... today. Dramatic, clean-line styling assures sales success. The price you want: 
SWING-A-WAY is priced right for fast turnover. It’s the worth-more product that costs 
less. The protection you want: SWING-A-WAY is backed by a 5-year guarantee that 


protects both your customers and you. Why not put these selling advantages to work ? 


YOU CAN SELL MORE, MAKE MORE WITH 





MAGNETIC CAN OPENER from $3.49 





TABLE ICE CRUSHER from $9.95 








PORTABLE CAN OPENER from $1.98 
DELUXE 


AUTOMATIC CAN OPENER from $6.95 





WALL 
ICE CRUSHER 
from 


PORTABLE KNIFE SHARPENER $1.98 $7.95 




















PORTABLE-PERFECT FOR 
INDOOR, OUTDOOR LIVING! 





AUTOMATIC ELECTRIC CAN OPENER AND KNIFE SHARPENER $24.95 


SWING-A-WAY MANUFACTURING CO., 4100 BECK AVE., ST. LOUIS 16, MO. « IN CANADA: FOX AGENCIES, PORT CREDIT, ONT. 
Want more facts? Circle 121, p. 63 
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= “YOU'RE ALWAYS SURE OF 
WITH THE WEAR-EVER LINE” 


a a, —SAYS MR. RICHARD W. HAYDON, PRESIDENT OF A. GUNN HAYDON HARDWARE, INC., 
Seen «RUSHVILLE, INDIANA 


"We have a hard-and-fast rule around here: 
doesn’t move, get rid of it.’ No trouble 
that way, though, as you can tell by the size of our 


"If an item way, PG 
with Wear-Ever ay LU gs 


s 


display. We've carried the Wear-Ever line for over 
40 years now, and it’s one of our best —— People 
ask for it, turnover'’s good, and you're always sure of SEAL. 
your full profit." a ae nae 

(Signed and ae 
Why not put the most famous name in aluminum cookware to work for you? ,, cs 
Nationally advertised for over 58 years, Wear-Ever’s complete line of fine Ms ‘Ni Dip chs 
utensils and premium quality Hallite may well be your key to faster turnover 
—a more profitable department. Call your Wear-Ever supplier now, or write 
to: Wear-Ever Aluminum, Inc., Housewares Division, New Kensington, Pa 


> 


“py, YS 
wi Se 


Prd Lah 


WEAR-EVER 


eo WMCAr-eVEr_alUMIN UI inc. (SS 


Want more tacts/ Circie 142, p. 


Want more tacts? Circle 123, p. 63 > 
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COMING UP...THE BIG 


GIVE 
SOOO away 


FEATURING VALUABLE PRIZES FOR 
YOUR CUSTOMERS AND FOR YOU! 


® POLISHERS GIVEN 
AS CONSUMER PRIZES! 


1000 cases oF 


BUTCHER'S PASTE 
_@ WAX GIVEN AS 
@ _ DEALER PRIZES 


HERE'S HOW IT WORKS! > 





THIS BIG BUTCHER 
BRING EXTRA FLOOR WAX 


(THE MORE ENTRIES-J 


Your CUSTOMERS can 
win: Famous Regina 
Twin-Brush Electric 
Floor Polishers—and 

the opportunity to 
become acquainted with 
Butcher’s famous 
quality floor waxes. 





YOU PICK THE CONTEST 


YOU MAKE THE PRIZE 
PRESENTATION TO 
YOUR WINNING 
CUSTOMERS |! 


Butcher will 
arrange to have 
prizes delivered 

tree to your store. 
for presentation 
to your customers. 





POLISH COMPANY PROMOTION WILL 
BUSINESS TO YOUR STORE THIS FALL! 


THE MORE SALES FOR YOU!) 


And YOU can win: One FREE 
case (12/1 1b.) of Butcher’s 

Paste Wax-your choice of 

Boston Polish or White Diamond- 
for every customer-winner 

you have! TOTAL RETAIL 
VALUE OF THE CONTEST 


! MZ ¥.8 PRIZES IS OVER *50,000! 


PACK PLAN THAT SUITS YOU BEST 


l 


100 contest entry 
blanks supplied 
when you order 
one 12-quart 
Contest Pack of 
Butcher’s Green 
Stripe Self-Pol- 
ishing Floor Wax 
and two Cases of 
any other Butch- 
|er products. 


Z 


200 contest entry 
blanks supplied 
when you order 
two 12-quart 
Contest Packs of 
Butcher’s Green 
Stripe Self-Pol- 
ishing Floor Wax 
and 3 Cases of 
any other Butch- 
er products. 


3 


500 entry blanks 
supplied when 
you order five 12- 
quart Contest 
Packs of Butch- 
er’s Green Stripe 
Self-Polishing 
Floor Wax and 5 
Cases of any 
Other Butcher 
products. 





FREE CONTEST DISPLAY MATERIAL 











1. Counter Display and Contest 
Entry Blank Dispenser. 





2. Contest Window Banner. 


3. Soft Sheet Contest Poster. 





OFFER OPEN TO ALL INDEPENDENT DEALERS Dealers who are now members of 
Butcher’s Approved Dealer Association need merely place their orders. If you 
are not yet a member of the Association, the form below will serve both as 
your application for membership and your initial Contest order. (There are no 
charges of any kind for membership in the Butcher’s Approved Dealer 
Association.) Here is what Butcher does for Approved Dealers: l. Makes at least 
two special promotion offers each year. 2. Makes every effort to increase the 
member’s total sales on the Butcher line annually. 3. Supplies a certificate of 
membership, seal and special promotional material. 4. Consults helpfully with 
all members in all matters relative to Butcher’s Quality Products. 





CONTEST BEGINS SEPTEMBER 15, ENDS DECEMBER lst. 


Fill out today. Put in your want book and give to Your Butcher’s Wax Jobber Salesman on his next call. 
If your jobber cannot supply you, send to The Butcher Polish Co., 183 Commercial St., Malden 48, Mass. 


[ | Please enter my application for FREE membership in the Butcher Polish 
Co. Approved Dealer Association and enter my order, as specified below. 

| | As a member, I’d like to take advantage of your Fall Contest Promotion. 
Please enter my order for the following: | 


Contest Pack #1 Contest Pack #2 


Includes FREE 100 Contest Includes FREE 200 Contest 
Entry Blanks and Display Material Entry Blanks and Display Material 


CASES CASES 


Contest Pack #3 


Includes FREE 500 Contest 
Entry Blanks and Display Material 


CASES 
GREEN STRIPE 
Waterproof 

with fr 
Self-Polishing ian materiel) 


TO COMPLETE THIS ORDER, SPECIFY 2 CASES 
OF ANY ITEM OR ITEMS LISTED BELOW: 


12/QT. 


(at regular price 


GREEN STRIPE 
Waterproof ic feos 
Self-Polishing contest material) 


TO COMPLETE THIS ORDER, SPECIFY 3 CASES 
OF ANY ITEM OR ITEMS LISTED BELOW: 


12/QT. 


(at regular price 


GREEN STRIPE 
Waterproof 

with fr 
Self-Polishing asa satel 


TO COMPLETE THIS ORDER, SPECIFY 5 CASES 
OF ANY ITEM OR ITEMS LISTED BELOW: 


12/QT. 


(at regular price 





GREEN STRIPE 
Waterproof 
Self-Polishing 


BOSTON POLISH 
Paste Wax 


WHITE DIAMOND 
Paste Wax 


FLO-PASTE 
Liquid Paste Wax 


OTHER (specify ) 


Store 


6/Y2 g. 


4/1 g. 


12/1 Ib. 
12/2 |b. 
6/4 Ib. 
12/1 |b. 
12/2 Ib. ... 
6/4 lb. 


24/pt. 
12/at. 


6/Ya g. 


| 


TLL TT 





GREEN STRIPE 6/2 g. . 

Waterproof 4/l1g. 

Self-Polishing 

BOSTON POLISH 12/1 lb. 

Paste Wax 12/2 lb. 
6/4 lb. 


12/1 Ib. 
12/2 lb. 
6/4 lb. . 
24/pt. 


12/qt. . 
6/V g. 


—__ —__ 


WHITE DIAMOND 
Paste Wax 


FLO-PASTE 
Liquid Paste Wax 


OTHER (specify ) 


Address 





City 


GREEN STRIPE 
Waterproof 
Self-Polishing 


BOSTON POLISH 
Paste Wax 


4/l1g. 


WHITE DIAMOND 
Paste Wax 


FLO-PASTE 
Liquid Paste Wax 


24/pt. 
12/at. 


6/V2 g. 


OTHER (specify) . 


6/VY g. 


12/1 Ib. 
12/2 Ib. 
6/4 |b. 
12/1 Ib. . 
12/2 |b. 
6/4 lb. . 


| 


ea 








Dealer’s Signature 


Jobber 
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When you plan a shopping center store .. . 


Watch your step! 


We have just gone through the trials and errors of opening 


a large shopping center store. Here are some of the 


things we learned that may influence your 


decision to make a shopping center move. 


Four years ago, L. A. Otto and I decided to open 
a shopping center store. We had a small hardware 
store and lumber yard at Lemoyne, Pa., at the time. 

The result of our decision is our 7500 sq ft store 
in the $25 million-a-year Camp Hill Shopping Center. 
We are just a few miles from Harrisburg, Pa. 

We have learned many things that could be of value 


"We could have saved ona smaller sign.’ 


by D. Kenneth Hollinger 
Vice-president 

Otto & Hollinger, Inc. 
Camp Hill, Harrisburg, Pa. 











"Displays? . . . Buy ‘em to suit your needs, not the plans of others.” 


When you plan a shopping center 
store ... Watch your step! 
(Continued) 


to other dealers considering a shopping center re- 
location. 

For three and one-half years, we made plans. And, 
before occupying our store, these plans were altered, 
expanded, and modified innumerable times. We visited 
stores similar to our plans in similar shopping centers. 
We made notes and comparisons, and we never stopped 
asking questions. 

I believe that some ideas from each store we covered 
can be seen somewhere in our store. Our comparison 
shopping trips paid off, and after six months of oper- 
ation there is no doubt that we would do the same 
thing all over again under similar circumstances. 

However, there are some things we would guard 
against, and some additional changes we would make. 
Each of these is important in any overall plan for a 
shopping center store: 


@ Lease terms 
Be sure you consider every clause of your lease. 
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Check for restrictions on the kinds of items you can 
sell. Find how much you will be obligated for in the 
way of maintenance of the center, and cooperative 
advertising such as special sales events and center 
promotions. Have a chat with the center’s ad agency, 
concerning plans and budget. 

Discuss your lease terms thoroughly with your 
attorney and accountant. Know who will furnish heat- 
ing and air conditioning systems and other major 
utilities. Our landlord, for example, furnishes the 
heating plant, but we had to furnish our own air 
conditioning unit. 

It’s a good idea to check and compare various shop- 
ping center stores, making a checklist of basic things 
as you go. Then use this checklist to nail down re- 
sponsibility for major things before you get around 
to signing a lease. 

Bargain for the best possible terms. Check and 
recheck every item of expense and overhead. Learn 
about things such as night ovenings and who your 
in-center competitors will be. 

In our center, five other stores: drug, auto, furni- 
ture, department, and 5 & 10¢ are selling such hard- 
ware items as barbecues. It pays to find out just 
who is restricted in selling what. 

















“Get an expert on lighting . . . the more circuits the better.” 


@ Outside signs 


Proper signing is necessary outside your store. But 
this requires special consideration. We _ invested 
quite a lot of money in our sign, and I’m sure we 


Details on the Camp Hill Shopping Center 

@ $25 million annual volume (with $15 million going 
to the center’s department store). 

@ Trade potential: 400,000 customers. 

@ Size: 47 acres, parks 2500 cars. 

@® Features: Weather-protecting covered malls, 
shrubs, music throughout, public telephones, and 
benches. 

@ Stores: 30 units, cost $5 million to build. 


could have saved money, with good representation in 
the center, with a much less elaborate sign. 


@ Lighting 

Lighting and electrical circuits deserve thorough 
study, preferably with the help of a specialist. You 
need 40-50 ft-candlepower to show merchandise in its 
best light. And you must allow for the amount of day- 
light your store front affords. 


We do not believe you can have too many circuits. 
The more circuits, the more control you have of light 
throughout the store. You can get ample light from 
many types of fixtures that are far from the most 
expensive. 


@ Checkout 


We believe in having a large checkout and demon- 
stration area, and in having it near the front of the 
store. We also believe in using more than one check- 
out person when busy: one for the register, one for 
wrapping. Shopping center customers are usually 
in a hurry, especially during peak periods. 

This follows the pattern of food supers. One check- 
out person is enough for slow times, but two is the 
rule for busy times. These can be regular salesmen 
who are trained to double up on the cash register. 

If you have a checkout it means that you have self 
service. And self service is not possible without clear 
price ticketing on every item. Signs pointing out the 
checkout station, and suggesting self service, prove 
valuable. 


@ Cash register 


Discuss your store layout with the representatives 
of cash register firms. Find the register that is right 
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When you plan a shopping center store . .. Watch your step! 


for you, so that you can show daily departmental fig- 
ures on your tapes. 

This is the best way to keep your finger on the pulse 
of each section. You’ll know precisely how you’re 
doing, section by section, with such departmentaliza- 
tion on the register. 


@ Pricing machine 


A relatively inexpensive machine will give you uni- 
form tickets for a neat-appearing store, while helping 
self service. At the least, buy pricing tickets that can 
be completed by hand. Don’t rely on crayons. 

We ordered 20,000 price tickets to prepare for our 
opening. To our amazement, this amount was not 
enough. 


@ Do-it-yourself 


Find out early in the game if you are permitted to 
build additions to displays, or whole display units. If 
the center is union built, you may find that you can’t 
do the things you have in mind with your own crew. 
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(Continued ) 


If this happens, you’ll have to hire a general, union 
contractor. 

Regardless of who is going to do the work, allow a 
minimum work period for displays of four weeks 
before opening date. 


@ Store trim 


We think it is awfully important to think about 
hiring a decorator to choose the colors for your store. 
We did this, and almost all of our customers have 
remarked, “You have a beautiful store.” 

Again, if you plan to paint yourself, check out the 
union situation to see where you stand. 


@ Displays 

Various manufacturers and associations will be glad 
to help you plan displays to conform with your planned 
store layout. Know the kind of displays you want to 
show various lines to best advantage, then hold out 
for them. Don’t be sold a “package” that will fall 
short of your needs. 
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"Pre-cut lumber . . . not a drug store item.” 


@ Merchandise 


We believe that certain household lines and special- 
ties are as basic to survival in a shopping center as 
staple hardware itself. To name a few: curtain and 
drapery hardware, electric supplies, cutlery, floor cov- 
erings, tile, and bathroom equipment. 

There is room for such merchandise in much smaller 
stores than ours. 


To get a bigger share of traffic from competitors in 
the center, we offer other hardlines such as built-in 
kitchens, pre-cut lumber, a home planning center, and 
other lines of interest to home owners and small con- 
tractors. 


In a shopping center you have to expect competition 
on many hardlines, so you have to stock as many 
items as possible, such as pre-cut lumber, that aren’t 
likely to be duplicated in the drug store. 

Often, such items may be sold from samples or even 
from catalog pages. It pays to diversify. 


We believe paint is the most important department 


in a shopping center location, and you should have it 
exclusively. 


@ Deliveries 


We suggest that you find suppliers who will deliver 
your initial stock orders complete. That is, plan to 
fill your displays, section by section, the first time 
around. 


If your initial stock orders arrive in dribbles, you'll 
waste time and energy filling and rearranging dis- 
plays. 

Plan your stock orders on a schedule in keeping with 
your floor plan. This way, each department such as 
builders’ hardware or housewares can be priced, dis- 
played and out of the way when the next lot arrives. 


We also feel that the person in charge of each 
section of the store should handle the shipments and 
build his own displays. It’s a good way for each man 
to get familiar with items and locations, and prices. 


® Credit 


Having a shopping center store does not guarantee 
success. You have to make changes to keep up with 
competition. One such change for us was credit. 


At the beginning, we felt that each day we would 
finish with money in the cash register, and that would 
be that. It’s not that simple. 


Our charge accounts are growing every month, and 
many other outlets in the center feature credit. We 
are competitive now in this regard. 


We encourage our trade to use the “easy credit” 
plan of banks in the center for time pay. This returns 
cash for our credit paper at once. 

For customers who prefer to deal only with us, we 
put purchases on a 30-day credit basis. We believe 
credit is necessary to sell big-ticket items in a shop- 
ping center. @ End 


Paint ... the most important department.” 
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Have your clerks read this article .. . 


When making change... 


don’t be shortchanged 





There’s no mystery to making the register come 
out even. Here are five helpful, profitable 
dealer hints on how to eliminate shortages due to 


common mistakes while handling change. 


Make notes about paid-out amounts or errors on tapes, right next to the 
amount in question. 
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by John Kitzmiller 

cash register supervisor 
Victor Adding Machine Co. 
Chicago, Ill. 


How much money did errors in 
making change cost you last year? 
What have you done to reduce this 
figure? 

Unfortunately, a great many re- 
tailers feel that it is impossible 


49 





to eradicate such mistakes from 
their operation. To them, the de- 
gree of human failure is too great 
to overcome. Instead of seeking 
ways to function with fewer er- 
rors, they look upon such losses as 
another penalty of doing business, 
similar to bad debts or spoilage. 

It is indeed a shame that this 
attitude exists today. Especially 
when there are such helpful tools 
as adding machines, cash registers 
and cash registers with adding ma- 
chine features to assist in safe- 
guarding against losses of this na- 
ture. 

The five points listed below form 
a sound procedure toward a more 
profitable operation, where mis- 
takes from handling change will 
no longer take a toll. 


Carefully count your starting change 


bank 


How would you expect to end the 
day with balanced register reading 
and cash on hand if you were not 
sure of how much was in your 
original bank of change? 

It is always wise to list the 
change bank by number of coins 
and denominations before business 
operations starts. By keeping this 
list in the register, you can later 
recheck to be sure there was no 
miscalculation made when begin- 
ning. 


Ring up each sale separately and 
correct "mis-rings” immediately 


One of the major faults of erring 
cash register operators is that they 
still rely on mental arithmetic even 
though they have an accurate unit 
to do their addition mechanically. 

They bunch together several in- 
dividual purchases and ring up only 
the total amount. Or, they add 
multiple purchases in their head, 
or on paper, and enter the total 
into the register. Either way it is 
a cause of errors. 

If the cash register is not 
equipped to do item addition, a 
small, inexpensive adding machine 

(Continued on page 82) 
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These notes on what to do when reg- 
ister irregularities arise help you cut 
out mistakes that are costing money. 
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Errors when entering 

figures should be re- 

entered immediately 

and if vossible, bree 
initialed by a suver- re 
visor. 

When using the Cash 

Recister as an adding 
machine, the clerk oo 
neglected to reenter 

the total as a cash 

item. Therefore the 

$5.50 was not included 

in the day's grand 

total. If all other 

entries were correct, 

the cash drawer would 

be $5.50 more than the 

grand total reading. 

The example directly 

below illustrated the 

correct method for 

entry of amount after yy 
machine was used for 

adding. 
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Paid out amounts should 


always be identified a | 2.15 AP 
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for later review. 
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Danger sign for all A 
managers is frequent 


use of no sale key by 
a particular clerk. 
This is especially true 
if the key is used im- 
mediately after the 
clerk has rung up a 
sale. It might mean 
that there was a mis- 
take and the clerk has 
reopened the cash 
drawer to correct his 
error. 
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Are you kidding yourself when you say 


Who wants to be a salesman? 

Apparently a great many people do. Close to a third 
of all the employed people in this country are in sell- 
ing of some kind. 

Why do so many folks get into selling? One reason 
is that it is a pleasant, interesting and profitable 
career. 

But, you don’t become a salesman just by calling 
yourself one. There is much, much more to salesman- 
ship than a title. 

Just because you work in a retail store and take 
care of customers doesn’t make you a salesman. Maybe 
you are just a clerk. There are a lot of clerks in the 
hardware business these days, but not enough sales- 
men. 

The difference between a clerk and a salesman is 
that a salesman is a professional who is keenly in- 
terested in selling as a profession. The other is just 
a guy with a job, interested only in putting in time. 

In my visits to hundreds of hardware stores, I have 
met many real good salesmen. And I have also met 
some duds. If all of us here would tackle the job of 
Editor’s note: This article is based on a talk given by Mr. 
Kimball at several recent meetings of dealers and their sales- 


people. These meetings were held in connection with the Pro 
Dealer Program sponsored by the wholesale firm. 





HOW TO LEARN 


You can improve your selling ability with a simple 
reading program at home. Read a little every night. 
Here is a list of books that will help you get started on 
this program. This list was nied with the kind 
guidance of P. Salisbury, publisher and editor of Sales 
Management. These books can be ordered through your 
local bookstore. © Textbook of Salesmanship, Russell & 
Beach (McGraw-Hill) © Power Selling, Willie Gayle 





»o bea Savesman / 


you are a salesman? This discussion gives you a chance to check your selling habits. 


By M. Gloyd Kimball, vice-president for sales, Rose, Kimball & Baxter, Inc., Elmira, N. Y. 


converting clerks into real salesmen, and at the same 
time improving our own selling skills, we could give 
retail hardware sales a tremendous lift. 

We should all realize that you retail salesmen play 
a key role in the hardware business. You are in direct 
contact with the most important people in the world 
... our retail customers. How well you do your job has 
a tremendous influence on the welfare of our trade. 

Many causes are given for the problems faced today 
by retail stores. Blame is placed on the chains, the 
discount houses, the manufacturers, the wholesalers, 
etc. We don’t very often blame ourselves. 

Yet, if we are honest, we would agree that there 
is much room for improvement in our own activities, 
especially when we are selling on the retail floor. 

The greatest enemy we face today is a silent one 

. it is complacency. Too many of us are too easily 
satisfied with things as they are. We convince our- 
selves that there is no room for improvement. We 
have no pride of accomplishment. We’re content to 
be mediocre. 

There is no law, and there never will be a law, 
against being mediocre. But when our performance 
is mediocre, we must expect that our rewards will also 
be mediocre. 


If you want to really understand the difference good 
salesmanship makes, take some time to visit other 
hardware stores. Don’t tell them you are a hardware 
man. Buy something, preferably something small or 
an item that requires some technical guidance. 

Notice the behavior of the salespeople. Ask your- 
self if they made you feel welcome; if they made you 
feel as though your business was important. Would 
you want to return to that store? 

Then compare this behavior with your own store. 
Is there a difference? You may be quite shocked 
at what you’ll discover. 

To be a good salesman, you must look upon selling 
as a profession, because it is a profession. And it is 
a good one, with real opportunities for good income. 
In all my experience, I’ve never seen a good salesman 
out of work very long. 

Selling is good preparation for the future. Many of 
the top men in American industry today have come 
from the sales field. In fact, a recent survey shows 
that 48 percent of the presidents of American com- 
panies came up the sales ladder. Salesmen today rep- 
resent the highest income group in the country. 

What makes a good salesman, one who earns a good 
income? First let’s be sure we understand that sales- 





MORE ABOUT SELLING 


(Prentice-Hall) © Open the Mind and Close the Sale, 
John M. Wilson (McGraw-Hill) © Modern Salesmanship: 
Principles & Problems, Edwin C. Grief (Prentice-Hall) 
® Applied Imagination, Alex Osborn (Scribners) ® Execu- 
tive Public Speaking Techniques, H. Simmons (Chilton) 
© Psychology of Human Behavior, Harry Overstreet 
(Norton) ® Practical Sales Psychology, Donald A. and 
E. C. Laird (McGraw-Hill) © How to get the Big Sale, 


Abbott P. Smith (Prentice-Hall) © How to Predict what 
People Will Buy, L. Cheskin (Liverright) © Opportunity 
Unlimited, M. Clifton (Chilton). 

Some good short pocket-sized books are published by 
Dartnell Corp., 4660 Ravenswood Ave., Chicago 40. 
Among these are (") How to Sell Quality; (2) The Power 
of Enthusiasm in Selling; (3) How to Take the Fog Out 
of Writing, and (4) Overcoming Objections. 


HARDWARE AGE, September 8, 1960 © 47 





Who wants to be a salesman? 
(Continued ) 


men are made, not born. You’ll never make a good 
salesman, unless you really work at it. 

The first requisite for a good salesman is pride in 
your work, and appreciation of the fact that it is a 
profession. As a profession, you must understand 
that you never know everything. You must always 
keep learning; your mind must be constantly open to 
new ideas that you can put to use. 

Then, your personal appearance is very important. 
It is impossible to make a favorable reaction on a 
customer, if you are sloppy and dirty. I recommend 
very strongly the use of store coats, or a white nail 
apron in the summer. 

A neat, clean store coat gives you a professional ap- 
pearance and tells people that you represent the store. 
This is more important than you probably imagine, 
especially during busy hours. 

I know some work in a store is dirty, but it isn’t 
difficult to keep a wiping rag handy. You just can’t 
do a good job selling a light colored housewares item 
if you have dirty hands. 

A salesman must have a warm personality. He 
must develop a liking for people; he must be inter- 
ested in their problems. He must behave in a manner 
that makes people like him. 

The key to a good retail personality is a smile. I 
can’t emphasize the importance of a friendly, smiling 
approach to a customer. Every customer who walks 
into your store should be met with a smile. Don’t just 
show your teeth; a mule can do that much. Make it 
a sincere smile. The ability to greet a customer in a 
friendly fashion is a tremendous selling asset, no mat- 
ter what you may be selling. 

Another important step in making a customer feel 
welcome is the use of his name. Our own names are 
very important to every one of us. When we meet 


someone who greets us by name, we are flattered; we 
automatically tend to like that person. The use of 
names is a trick that every good salesman uses. I 
know of top salesmen who call on us and go to great 
trouble to learn the names of our buyers before they 
talk to them. They know how important this is. 

Memorizing names isn’t difficult, if you really try. 
The best method is to associate a name with a face, or 
some characteristic. I know some clerks who remem- 
ber names by recalling a certain preference for a 
brand of merchandise. There are many ways of doing 
this, but by all means make a real effort to call cus- 
tomers by name, whenever possible. 

Your posture is another important part of the im- 
pression you make on a customer. If you slouch along, 
looking half asleep, it’s difficult for a customer to de- 
velop confidence in you. When you walk, swing your 
arms and stand erect. It doesn’t take any more energy 
to do this. 

If you shake hands with a customer, for gosh sakes, 
make it a firm, hearty grasp. Not too long, but with 
warmth. I’ve met so many people who make you feel 
as though you were holding on to a wet, dead fish when 
you shake hands. A flabby handshake creates an im- 
pression that isn’t good. 

Give some thought to what you say when you greet 
a customer. The worst greeting is the old, dull, lack- 
interest, “Yes?”’. 

There are so many different approaches that can 
be used that I can’t begin to list them here. Change 
your opening comments with different customers. If 
the customer is looking at some item, use this as a 
cue and start a conversation about the item, its new- 
ness, its popularity, how easy it is to use, etc. 

Try to avoid saying “No” to a customer. If you 
don’t carry the line, have a sensible reason, or offer a 
substitute. Or perhaps you can offer to order an item. 
But above all, try and make the customer feel that 
you tried to be helpful, even if you couldn’t supply his 
needs. 

Related selling is always a part of a good salesman’s 
thinking. It comes naturally, if you have a sincere 


You can tear out this check list for posting on your employees’ bulletin board. 


Se 


Take a look at yourself 
APPEARANCE IS IMPORTANT IN SELLING. CHECK YOURSELF AGAINST THIS LIST 


Clean store coat? 
Clean shirt? 

Clean finger nails? 
Pants pressed? 
Shaved? 

Shoes shined? 

Hair brushed? 
Smiling? 

Order book, pencils? 
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WOMEN 


Clean store coat? 
Clean, neat dress 
Conservative make-up? 
Slip showing? 

Hair brushed? 

Seams straight? 


Shoes shined? 
Smiling? 
Order book, pencils? 





interest in the customer. You will automatically make 
suggestions about other things he may need in order 
to save him an extra trip. Customers don’t resent 
these suggestions. In fact they will often thank you 
for reminding them; and you’ll make those all-impor- 
tant extra sales. 


In this age of artificial cynicism, there is a tendency 
to belittle the importance of loyalty. But, believe me, 
and I speak as a businessman just like you, I know 
that loyalty has a real value in selling. 


Loyalty has dollars and cents value 


In the first place, if you are an efficient salesman, 
you'll build up loyalty to you from your customers. 
They will ask for you; they will wait for you when 
they have a big purchase to make. They will even 
follow you to another store if you change employment. 
I could tell you hundreds of incidents that demon- 
strate that this type of loyalty does exist and it finds 
reflection in your weekly sales volume. 

There is another type of loyalty ... your loyalty to 
the store. If you lack this loyalty and respect, your 
customers sense it and they lose confidence in you as 
well as the store. A salesman who belittles the store 
or a fellow employee, belittles himself. 

Loyalty is truly important to a salesman; it has real 
dollars and cents value. 

We’re all interested in money. Certainly every sales- 
man is. This is quite normal and proper. Every one 
of you would like to make more money. So would I. 

How can we make more money? In the first place, 
we must realize that a salesman is an investment on 
the part of the store. And like any investment, its 
value is in proportion to what it produces in income. 
If you are a good producer, you can expect, and you 
will get, more money. If you are just a mediocre order 
taker, who makes no effort to improve his performance, 
them how can you expect more money? Why should 
you get a raise? Where will it come from? 


Financial reward is a two-way street 


A store manager is always anxious to keep a good 
salesman contented. (Notice, I said good salesman, 
not an order taker). He is quite willing to share in 
the profits you bring in. 


Each of us is always interested in getting a raise. 
But let’s also remember, that the owner deserves a 
raise, too. And when you improve your sales volume, 
you give the owner a raise. When you do this, you 
have good reason to expect a raise for yourself. But 
don’t forget, this is a two-way street. 

To those of you who are interested in selling as a 
career, let me stress that you must look on it as a 
profession. And, as in any profession, you must al- 
ways keep trying to improve your knowledge and skills. 
It is only through this improvement that you can 
expect to reap the rewards that can be found in sell- 
ing. 

Nobody can make you learn; no one can force you 
to study and to practice better salesmanship. This is 
entirely up to you. But believe me, any effort you 
put into this will be well worth while . . . and prof- 
itable. @ End 


news of SEWCBRL 


a report of an embarrassing experience ... im which 
the question, “What to do when you have a tiger by 
the tail?” is asked by Bill Phair, editor of Hardware 
Age. 


Several months ago, in June to be exact, we re- 
marked in an editorial that common sense suggested 
that all convention badges be worn on the right lapel, 
not the left side as is the general custom today. 

Wearing badges on the right side, we said, would 
certainly make life easier for those of us who each 
year find our glasses growing stronger and our memo- 
ries weaker. 

It was suggested that we should form SEWCBRL— 
the Society for Encouraging the Wearing of Conven- 
tion Badges on the Right Lapel. We assumed that a 
few folks would share our views and that in a small 
way we could focus attention on this little problem. 

We certainly were not prepared for the reaction we 
got. A telegram, phone calls, and air mail letters 

(Continued on page 86) 


For convention registration desks, these two suggested 
signs will help carry out the objective of SEWCBRL. 





(BE A MEMBER OF) 


EWCBRL 


WEAR THIS BADGE ON RIGHT LAPEL 


*means Society for Encouraging Wearing 











of Convention Badges on Right Lapel 








(BE A GOOD SCOUT 


wear your badge on the 


MD AICHT LAPEL 


(your handshaking side) 
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How to get an extra 10% through 


... impulse sales 


Tough competition and short profits put pressure on getting 
maximum volume. Are you winning out on the big potential of impulse 


buying? Check your store against the suggestions here. 


How much volume are you losing by failure to 
encourage impulse buying? 

Many dealers overlook this source of extra sales, 
despite the fact that a hardware store presents an 

Last year U. S. hardware stores lost out on ideal opportunity to get impulse sales. 
almost a billion dollars in retail sales. In these days of stiff competition and short profits, 

The billion dollar loss can be blamed on the 
fact that impulse buying in hardware stores 
averages 40 per cent lower than in competitive 
retail outlets such as chain stores. 


by A. H. Brust 
National Carbon Co.. 


Your checkout station, prime location for new lower 


priced impulse items. 

Impulse buying—where a customer purchases x 
somcthing he didn’t intend to buy when he en- Psee PAY HERE... | 
tered your store—represents a major chunk of a 
sales these days. We are an impulsive people who 
often don’t carry shopping lists when we go to 
market. 

















Supermarkets, drug stores, chains and depart- 
ment stores are proud that 50 to 70 percent of 
their total sales are impulse sales. 








Hardware retailers, recently surveyed nation- 
wide, admit that impulse sales in their stores 
range as low as 5 percent of total sales. The 
nationwide hardware store average is just 20.2 
vercent. There’s a good deal “* ~oom for im- 
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Bunting Hardware, Kansas City, Mo. 


Good signs and unusual displays in windows beckon 
traffic and impulse sales. 


impulse sales can add a surprising dollar total to 
your volume. 

A conservative estimate is that the average store 
could add at least 10 percent to its volume, with a 
little extra effort to encourage impulse buying. 

Impulse sales are no longer limited to small, in- 
expensive items. Large items are frequently bought 
on impulse. 

How do you build impulse sales volume? The key 
is putting as much merchandise as possible where 
the customer must see it, and in making this mer- 


Do shoppers hurry down your aisles? . . 
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KITCHEN HELPERS -y 


bs 


Angled bins and well-packed hooks invite handling. 
"Under $1" group pricing draws traffic. Mechanical 
items should be set up for use, to clinch sales. 


chandise attractive enough to invite handling. 

Impulsive decisions to buy, even though they have 
been forming slowly in someone’s mind, are trig- 
gered by unusual display, good signs, showmanship, 
and price specials. 

These aspects of impulse merchandising have 
caused the success of most discounters and chain 
stores. Customers are lured onto the premises by 
ads, or otherwise, for special buys on branded mer- 
chandise. 


Then, the customer is caught up in a whirl of big 


Or do special sale signs spotlight impulse displays? 
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How to get an extra 10% 


through impulse sales 
(Continued ) 


signs, huge displays, and massive assortments. Re- 
sult? The item that caused the trip to the store in 
the first place may or may not be sold (they are 
often “sold out’), but you may be sure that impulse 
sales result in a vast majority of cases. 

Some thoughts on impulse selling in your store 
are illustrated in accompanying drawings and photo- 
graphs, but these basic rules should be kept in mind 
always: 


(1) What items? 

Every item is a candidate for impulse selling when 
spotlighted, signed, massed, and priced so that every 
customer has to notice it, and think about it. There 
are no exceptions. 


(2) What locations? 

Certain store locations turn even ordinary displays 
into impulse sales makers: On or near checkout sta- 
tions, just inside of main entrances, centers of main 
aisles where traffic flow can be disrupted, and any- 
where a live demonstration is set up. 


(3) What height? 

Customers must be able to handle items on impulse 
display, quickly and with ease. Self inspection and 
demonstration is the key. Thus, eye-level arrange- 
ment and clear packaging (or no packaging) are 
important. Massive, irregular displays invite han- 
dling. 


(4) What prices? 

Offbeat prices (77¢ or 2 for $1.47) work wonders 
with small items. Higher priced impulse lines may 
need the mention of credit or layaway terms in the 
signs. Impulse displays and price specials give cus- 
tomers the urge to buy, now you have to give them 
a way to buy. 


(5) What items? 

Clean, fresh, unusual goods are best. When tat- 
tered slow sellers are put on display as impulse items 
they tend to sour the trade. Customers may buy a 
dog once, but your next special display will be 
avoided like a plague. Find some other way to 
unload spurious goods. Save big-traffic impulse dis- 
play areas for real values that will breed repeat 
traffic. Change displays often. 

The clincher to higher-priced impulse sales is 
product knowledge and salesmanship. 

Good impulse displays create an instant desire to 
buy, and mention of credit or layaway gives the 
means to buy. But will the item fill a need, solve a 
problem, do a job better, and live up to its promises? 
These justifications must be assured before many 
customers will give in to a desire triggered by a 
clever impulse display. @ End 
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Drop shipments, 
good or bad??? 


Are drop shipments good or bad for the hardware 
trade? 

What is your opinion? 

What has been your experience with drop ship- 
ments? 

Because of wide differences of opinion on this sub- 
ject, HARDWARE AGE is making a comprehensive 
study of the experiences of dealers, wholesalers, and 
manufacturers concerning drop shipments. 

The goal of this study is to obtain a qmprehen- 
sive picture of the drop shipment situation, as it 
exists today. The results of this investigation will 
be reported to you in future issues of HARDWARE 
AGE. 

Your experiences and opinions on this subject are 
important in this study. On the facing page you 
will find a few key questions which you can easily 
and quickly answer. So, answer the questions, tear 
out the page, and mail to Editor, HARDWARE AGE, 
Chestnut & 56th Sts., Philadelphia, Pa. 

In cases where you do not have accurate informa- 
tion, a careful estimate will be adequate. 

But, be sure to send the questions to HARDWARE 
AGE as quickly as possible. 

We need your opinions. The greater the number 
of dealers who join in this study, the more accurate 
will be the results. 


Send in your opinion aa 





The form on the facing page can be quickly 
filled in; then mail it to Hardware Age. 
Remember: Your opinion is important. 


When the study is completed, the results will be 
published so you can measure your experiences and 
opinions against those of other dealers across the 
country. 

This information will be valuable to you. You can 
help make it more accurate by mailing in your opin- 
ions as soon as possible. 

Wholesalers. . . . The opinions of wholesalers on 
drop shipments are also necessary for a complete 
appraisal. If you are a wholesaler, write your opin- 
ions to the editor. Include an estimate of the volume 
of drop shipments you handle, expressed as a per- 
centage of your total dealer business. 

The form on the facing page can be used by whole- 
salers. Just mark it “wholesaler.” All information 
submitted in this study will be treated confidential. 
Individual figures will not be revealed. 

Manufacturers. . . . How do you feel about drop 
shipments? Do you encourage them? What is your 
policy? How do you price shipments? We want your 
opinions, also. Mail them to the Editor. 








Please mail completed form 


; to: HARDWARE AGE, Chestnut 
> Cut out along dotted line & 5éth Sts., Philadelphia 39. 


DEALER DROP SHIPMENT STUDY 


A drop shipment is any shipment of goods which is delivered directly from a factory to you, although ordered 
from and billed through a wholesaler. Please keep this explanation in mind when answering the questions that 
Follow: 

1. Do you buy drop shipments? Yes No 

2. Are drop shipments good or bad for dealers? Good 


3. Why do you think they are (good) or (bad) 

















4. Are you buying more or less merchandise this year on drop shipments than last year? More__Lesss 


5. Approximately what percentage of your total purchases in 1960 will be drop shipment deals? (check one) 
0- 5%, 10-20°/, 
5-10°% More than 20%, 


6. What will be the approximate dollar value at your cost of your drop shipment purchases in 1960? $— 


7. Which lines account for the bulk of your drop shipments? Check the three top drop ship lines. 
—___Appliances Housewares —— Shelf hardware 
——Farm Supplies ____ Lawn and garden —__—Sporting goods 
—TTS Paint, sundries Toys 
—___Hand, power tools Plumbing, water systems Other 
8. How much extra discount do you estimate you get on an average drop shipment? (check one) 
0-2%, 58-10%, 
3-5%, More 

9. How many month's supply of a given item is in an average drop shipment? 

| month 4-6 months 

1-3 months More 

10. What's the annual retail hardware volume of your store? This information is for statistical tabulation only. 
Under $50,000 
$50,000 to $100,000 
$100,000 and up 


11. What is your general opinion of advantages and disadvantages of drop shipments? 























Dealer Name 


All information will be strictly confidential. No individual data will be published. If you would prefer not to sign, don't. But please 
be sure to send us your views on this form. 








HARDWARE AGE, September 8, 1960 © 53 





Why use wholesalers ? 


Why should a manufacturer use wholesalers? Why not use 


a direct-to-dealer method? Does it make any difference to ua dealer? 


Here’s a frank answer by a manufacturer with strong convictions. 


by Roy C. Bolt 
vice-president, 

American Hardware Corp. 
and 


general manager, Kwikset Div. 


We have all heard, many times, 
the statement, “Direct - to - dealer 
distribution, using a manufactur- 
er’s own warehouses, offers savings 
in time and money.” I do not be- 
lieve this is true. 

I am thoroughly convinced that 
hardware distribution methods that 
have proved successful for genera- 
tions should not be discarded mere- 
ly because a manufacturer fails in 
his obligation to set up a sound 
wholesale distribution system. 

We have proved to the satisfac- 
tion of our dealers and ourselves 
that a manufacturer can put mer- 
chandise on a dealer’s shelf faster 
and more economically through the 
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use of alert, progressive wholesale 
distributors. 

It is quite apparent that for a 
manufacturer to undertake a di- 
rect -to-dealer distribution pro- 
gram, and establish warehouses in 
various areas, he is going to face 
the customary costs of buildings, 
manpower, record-keeping and dis- 
tribution. He will also build a cer- 
tain inflexibility into his opera- 
tions. 

These costs must be recovered in 
one way or another. It is inevita- 
ble that these costs be added into 
the price of the product. 

When it comes to the claim that 
the direct-to-dealer method saves 
time, we can put our products on 
dealers’ shelves, through our dis- 
tributors, with equal or better 
speed, than if we maintained costly 
warehousing facilities in the 
Northeast, Southeast, North Cen- 
tral, South Central and Northwest 
areas of the country. 

Our warehouse is geared to ship 
orders for stock items within 24 
hours of their receipt. Utilizing 
modern transportation methods, in- 
cluding air-freight, we get mer- 
chandise to distributors in short 
order. The larger orders involved 
when shipping to distributors also 
helps make shipping procedures 
faster and more economical. 

Of course, the manufacturer 
must assume a major responsibil- 


ity in this task of moving mer- 
chandise properly and rapidly. We 
at Kwikset have concentrated on 
streamlining our order processing 
methods, and in training employees 
to treat every order with care and 
speed. 

When a dealer can buy from a 
wholesale source, he gets prompter 
service than can be expected from 
a manufacturer’s warehouse under 
routine circumstances. The dealer 
needs only buy the items he cur- 
rently needs. The wholesaler car- 
ries the complete inventory and 
thus the distributor’s money, not 
the dealer’s, is tied up in stock. 
This is an important consideration 
in beating today’s retail profit 
squeeze. 

No dealer can duplicate, in vari- 
ety and depth, the stock carried by 
a wholesaler. Thus, considering 
the speed of delivery, and the 
smaller quantities that can be or- 
dered, a wholesale source puts a 
dealer in a better economic picture. 
No manufacturer could hope to 
duplicate the number and location 
of stocking warehouses that are 
provided by a network of whole- 
sale distributors. 

Getting goods from the factory 
into the consumers’ hands fast and 
economically is a problem that be- 
sets every manufacturer. It de- 
mands continuous research and im- 
provement, if a manufacturer is to 








What’s happening in wholesaling? 


Significant comments on the status of wholesalers 


... the truth is that the whole- 
saler’s function never ceased to 
exist. It is just that chains be- 
lieved they could perform the func- 
tion (of wholesaling) more eco- 
nomically than the wholesaler... . 
But in many categories, the whole- 
saler can outperform the largest 
of the giants. The more precise a 
chain’s cost, the more readily it 
sees value in wholesaler services. 

What we are seeing is a big 
switch in profit accounting theory. 
Retail giants are beginning to cal- 
culate net profit in terms of re- 
turn on investment, rather than 
return on sales. When return on 
investment becomes the basic tenet 


wholesaler emerges as a “new” 
source of product improvement... . 

... from newsletter of Grey Ad- 
vertising Agency, Inc. 


.. . Almost $1 billion was spent 
by merchant wholesalers of all 
types in the U. S. for new facilities, 
new equipment, warehouse addi- 
tions, etc., in 1958. This is the lat- 
est year for which data are avail- 
able. 

In this same year, wholesalers 
warehoused goods worth $12 bil- 
lion, and extended credit of $13 bil- 
lion to retailers and other business 
men. : 


from report of Nattonal 





of management philosophy, the 


Assn. of Wholesalers. 








remain competitive. We are study- 
ing, and will continue to study this 
problem. Everything we learn from 
these studies convinces us that the 
elimination of the distributor is 
not the answer to lower cost dis- 
tribution. 


It seems to me that the great 
opportunity facing manufacturers 
today is not in changing distribu- 
tion methods, but rather in realiz- 
ing our full potential in our selling 
efforts. I think there is much room 
for improvement in this area. 


Let’s not be enticed into chang- 
ing our distribution patterns, when 
all the evidence points to the con- 
clusion that wholesalers still pre- 
sent the most economical method 
of going to market. 





How merchants can team up for a joint sales promotion 


A hardware store and an auto- 
mobile agency may seem like a 
strange business combination for 
a promotion. But put them to- 
gether in a well planned and exe- 
cuted promotion and it can spell 
plus business for both parties. 

Conde Hardware and Plumpton 
Chevrolet in Watertown, N. Y., 
teamed up in an unusual promo- 
tion that had all the color and ap- 
peal of the old fashioned tent 
show. 

The two merchants used a cir- 
cus tent to stage the event, setting 
if up on the auto dealer’s prop- 
erty. As far as Conde Hardware 
was concerned, the promotion was 
to sell major appliances. Plump- 


ton, of course, was out to sell au- 
tomobiles. 

Under the “big top,” Conde set 
up an extensive display of all 
kinds of appliances. Included were 
some one of a kind, some demon- 
strators, and some floor models. At 
the same time, more than 75 auto- 
mobiles were on display under the 
tent. 

The promotion was staged on a 
Wednesday, Thursday, and Friday. 
The big top remaining open until 
9 o’clock each night. 

The hardware store and auto 
agency set up the promotion as a 
family traffic puller, with special 
appeal for children. 

A large number of toys was 


given away each night as prizes 
for boys and girls who held lucky 
numbers. There also were free 
lollipops and balloons for the chil- 
dren. Because of the circus ap- 
peal, the promotion was a natural 
for children. A large percentage 
of adults who attended had chil- 
dren with them. 

Conde and Plumpton launched 
the promotion with a variety of 
advertising media, including double 
page newspaper advertising, signs, 
posters, and direct mail. 

The promotion proved the mer- 
its in having a hardware dealer 
team up with another local mer- 
chant in staging a cooperative 
venture, pooling promotional costs. 


HARDWARE AGE, September 8, 1960 © 55 





Buying Check List 


of new hardware items 


Keep up to date. Check these new items 


Each item in the following pages:has a number above it. When 
you want more details about anvitem, just circle corresponding 
number on postcard on page 63, and mail 


Item 1 
New door bottom strip 
Bridgeport Fabrics’ deluxe door 
bottom strip is an aluminum anod- 
ized silver finish strip with a high 
pile wool insert. The strip measures 
36-in. Ten strips are packed in a 
colorful box complete with four 


aluminum mounting screws per 





strip and instructions. Retail price 
for each strip is $1.69. Bridgeport 
Fabrics, Inc., Dept. HA, Holland 
Ave., Bridgeport 9, Conn. 


Item 2 

Polyethylene cup/saucer set 
Lustro-Ware’s boil-proof cup and 

saucer set is molded of hi-density 

polyethylene in pastel colors of 

satin white, yellow, pink, and aqua. 
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The saucer (C-18S) has a wide 
33-in. diameter base which guards 
against tipping. The cup (C-19S) 
is 914-0z size with flat-top handle 
and footed bottom which is notched 
to prevent it from trapping water 
in a dishwasher. Sells for 39¢ per 
set. Columbus Plastic Products, 
Inc., Dept. HA, Columbus 23, Ohio. 


Item 3 
Aluminum buffet server, fryer 


The Mirro-Matic Buffet Server- 
Fryer offers homemakers the Easy- 
Over cover which has the handle at 
its side for easy handling. This 
design also permits cover to be 
placed securely upside down with- 
out risk of damaging drip from 
condensed steam. This 11 x 11 x 


2'4-in. stamped aluminum pan is 
completely immersible. It will hold 
six chops at a time and is large and 
deep enough for stews and large 
roasts. An adjustable cover vent 
for controlled browning makes the 
pan practical for baking cakes and 
crisping rolls. Temperature guide 


is marked on cover. No. 273 lists 
at $19.95 with cover. Mirro Alumi- 
num Co., Dept. HA, Manitowoc, 
Wis. 


Item 4 
Hamper and basket ensemble 


Here’s part of one of Detecto’s 
hamper and basket ensembles with 
front panel of fluted vinyl. Crest 
decorates panel with gold trim to 
match large, gold-tone towel rings. 





Here is a quick Check 
List of items described 
in the following pages 


The hamper lid has a matching 
fluted patterned vinyl. Hamper 
model 992, 25 x 21 x 12 in. retails 
at $13.95. Matching basket model 
966 1314 x 10% x 6) in. retails at 
$4.95. Offered in white, black, pink. 
Detecto Scales, Inc., Dept. HA, 540 
Park Ave., Brooklyn 5, N. Y. 


Item 5 
Restyled bicycle lock 


Slaymaker Lock has restyled the 
clock face and dial on its Model No. 
453E lock. The face and dial has 
been changed from black and white 
to bright red or blue with wider 
white number stripes for easier 
dialing. Slaymaker Lock Co., Dept. 
HA, Lancaster, Pa. 


Item 6 
Auto-home snow brushes 

A car whisk with high-impact 
plastic snow scraper and a push 
broom Sno-Brush (shown) are two 
new winter season items in the 
Empire line. The whisk cleans up- 





Quick Index 





[] New door bottom strip 
-] Polyethylene cup/saucer set 
Aluminum buffet server, fryer .. 
Hamper and basket ensemble 
Restyled bicycle lock 
Auto-home snow brush 

Caster and glide display . 
Cover “lock” for trash cans 
Aluminum Christmas tree 
Cold-weather electrical tape 
Scuff-proof extension rules 
Worm-wheel drive tillers 


Newly designed sump pumps 
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16-cup automatic percolator 


i 


Color porcelain repair kits . 
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Adjustable ironing table 
Screen, storm sash latch 
Holiday cookie pan display 
Battery-powered lawn mower 
Adjustable wrench display 
Centrifugal pump line 
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Model railroad car 


Ju 


One-piece expansion bolt 
Two electric alarm clocks 
Shelf brackets and standards 
Self-propelled tiller 
Improved hedge shear 
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Electric putty remover 


-~ 
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Modern design cabinet pull 


J 


7-hp lawn-garden tractor 
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Retractable tip on plumb bob 


a 


| Three oil cloth patterns 


J 


Low-priced hose nozzle 
Combinution table & planter 
Decorative wastebaskets 
Small size power roller 
Compact design snow throw 
Six new Christmas wraps 
Gift-packed chip & dip set 
Riding tractor snow-throw 
Multi-purpose storage aids 
Impulse-type sprinkler heads 
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Non-breakable sponge mops 
Display for lubricants 
Outdoor incinerator 
Economy model rug cleaner 
Small items storage cabinet 
Heavy-duty snow mover 
Medium weight butt hinge 
Fishing tackle box catalog 
Caulking sheet and catalog 
Repeating shotgun catalog 
Dog chain catalog sheet 
Steel shelving catalog _. 
Miniature tool set catalog 
Metal furniture brochure 
Pump, chain saw sales aids 
Aluminum level bulletins 
Caulk display-promotion kits 
Caster and wheel catalog ..... 
Paint, glass, tool price sheet 


Pyramid display plans 
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Stationary power tool literature .. 
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holstery and carpeting and the 
scraper quickly clears windshield 
and windows of sleet, snow and ice. 
Catalog No. 6033 retails at 89¢. 
No. 6018, list $1.29, is a push 
broom Sno-Brush for snow, ice and 
slush, and has a plastic scraper to 
skim off ice. This light-weight 
brush has a 24%4-in. handle. Em- 
pire Brushes, Inc., Dept. HA, Port 
Chester, N. Y. 


Item 7 
Caster and Glide Display 
Here’s one of a series of wire- 
stand displays for carded Bassick 
furniture casters and glides. Dis- 
play holds six different types of 
carded casters or glides for a total 
of 20 to 30 cards. This stand may 
be used on tables, counters or 
islands. It measures 30 in. high 
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BUYING CHECK LIST 


and takes floor or counter space of 
9 x 11 in. It is free with the pur- 
chase of an assortment of the fast- 
est selling Bassick casters. Bassick 
Co., Dept. HA, Bridgeport, Conn. 


Item 8 
Cover “lock" for trash cans 


Cover Guard is designed for use 
on ash cans and 15 and 20-gal gar- 
bage cans. Easily snaps onto cover 
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and handles. Prevents spilling of 
contents, keeps odors in, and pre- 
vents loss or damage. Cover Guard 
is made of two springs and four 
connecting chains, cadmium plated 
for weather resistance. The No. 55 
Cover Guard is mounted on a sales 
ecard. Sells for 59¢. Idemin Mfg. 
Co., Dept. HA, 914 E. 84th St., 
Brooklyn 36, N. Y. 


Item 9 
Aluminum Christmas Tree 


Made for lifetime use is the Car- 
Mac Taper Tree, an aluminum 
Christmas tree. Each of its gradu- 
ated size branches is individually 
coded to make insertion into the 
trunk easy. Special ring guards 
guide the branches into the trunk 
and serve as an extra lock. A round 
base of molded high-impact Sty- 
rene plastic centers the unusually 
large diameter trunk. The trunk 
separates into two sections for easy 
shipping and storage. Sizes range 
from 2% to 7 ft high, retail prices 
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from $3.57 to $49. Three grades 
are available, with higher priced 
numbers having a larger number 
of branches for fuller effect. Each 
tree packed for effective display 
and storage at home. Carey-McFall 
Co., Dept. HA, 2156 E. Dauphin 
St., Philadelphia 25, Pa. 


Item 10 

Cold-weather electrical tape 
This vinyl electrical tape strips 

easily, remains flexible, never 

freezes, and sticks at 20 degrees 


below zero. Called Slipknot CW, 
it is 8% mils thick. Available in 
66-ft rolls. Plymouth Rubber Co., 
Dept. HA, Canton, Mass. 


Item IT 
Scuff-proof extension rules 


The Evans Model X40 and X40F 
Gold Tip extension rules are 6-ft 
folding rules in boxwood finish, 
with a machine graduated brass ex- 


WANT MORE DETAILS ON THESE ITEMS? JUST CIRCLE 


tension and extra heavy slats. Each 
comes on a colorful card with free 
holster and belt clip. Special scuff- 
proof finish keeps markings clean 
and sharp. Retails for $2.50. Also 
available are the Models 060 and 
060F Silver Tip Wood Folding 
Rules, which are 6-ft rules with 
triple-dipped white finish. Sell for 
$1.80. A limited introductory offer 
provides a dozen rules, six X40 and 


six 060, plus two free demonstrator 
rules, and a free display rack. 
Evans Rule Co., Dept. HA, Eliza- 
beth, N. J. 


Item 12 
Worm-wheel drive tillers 


All three models of Moto-Mower’s 
1961 line of tillers feature a heavy- 
duty, vertical, worm-wheel drive lo- 
cated in the center to provide maxi- 
mum tilling depth and allow exten- 
sion. The engine is located in front. 
Rear-mounted wheels help tiller 
blades break heavy soil, and can be 
raised or lowered to alter weight 
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distribution. The 32-in. deluxe 
model, shown, has a 4'%-hp, cast- 
iron engine, and impulse starter. 
These 1961 tillers have a reverse 
gear in addition to the standard 
forward and neutral selector posi- 
tions. Suggested retail is $149.95. 
Moto-Mower, Inc., Dept. HA, Rich- 
mond, Ind. 


Item 13 
Newly designed sump pumps 


Four new pedestal models and 
two new submersibles, economy and 
deluxe, by Barnes have a special 
heavy-duty 4-hp GE motor, and 
capacities to 3100 gph. Pedestal 


models feature all-in-one construc- 
tion of motor, column, and body, 
with one-piece drive shaft, form- 
fitted to the motor shaft. The large 
diameter (3-in.) column of ex- 
panded metal is epoxy coated for 
maximum corrosion resistance. On 
economy models, a guided float is 
standard. All pumps have heavy- 
duty 3-wire electric cords with 
grounding plug. Barnes Mfg. Co., 
Dept. HA, Mansfield, Ohio. 


Item 14 
16-cup automatic percolator 


This 16-cup automatic percolator 
by Enterprise Aluminum features 
taste control. Current switches au- 
tomatically to serving temperature 
when perking cycle is completed. 
Holds heat until served. Uses 110- 





120 AC and has 6-ft detachable 
cord. Available in high-polished 
aluminum with aluminum base for 
$12.98 retail, or with Anodized gold 
base for $13.98. Enterprise Alumi- 
num Co., Dept. HA, Massillon, Ohio. 


Item 15 
Color porcelain repair kits 
Here’s a porcelain repair kit for 
kitchen and plumbing fixtures in 
white, pink, blue, green, yellow, 
brown colors. A special capsule of 
color pigment is added by the cus- 
tomer to the white glaze to obtain 
the shade desired. Porcelain Patch 
may also be used white. Kit listing 
at $1 contains filler. glaze, sand- 
paper, color pigment, applicator 
brush and a miniature mixing bowl. 


Ke 


A special dealer kit with free dis- 
play racks, dealer mats, window 
streamers and stuffers is offered 
dealers ordering 18 packages of 
Porcelain Patch. Automatic Service 
Supply Co., Dept. HA, 17225 Sher- 
wood St., Detroit 12, Mich. 


Item 16 
Adjustable ironing table 


Extra wide feet are a feature of 
this all-steel adjustable ironing 
table. Back foot of the Lady Sey- 
mour Multi-Hite model is 20-in. 
wide and the front foot is 12-in. 
wide. This table stands on three 
large tubular legs and its feet have 
ball-type rubber tips to prevent 
creeping. It adjusts easily to any 
height from 21% in. to 36 in. The 
15 x 54-in. top is made of 22-gauge 
steel, braced lengthwise and cross- 
wise by electro-welded steel chan- 
nels. Ventilating holes and ample 
space for knees while user is seated 
are other features. Offered with 
white top and copper legs, model 


250-B. Model 250 CHR has yellow 
top, chrome legs. Housewares Div., 
Seymour Tool & Engineering Co., 
Dept. HA, Seymour, Ind. 


Item 17 
Screen, storm sash latch 


This Flip-Top handle-latch for 
storm and screen door use is easily 
installed and is operated by light 
pressure of the thumb sideways. 
Latch is installed by drilling three 
standard quarter-inch holes through 
the door. For either right or left- 
hand installation. Exterior handle 
floats on a retaining lug on the 
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latch. Latch is available in two- 
coat baked enamel finishes and pol- 
ished chrome. Handle offered in 
clear Lucite plastic or in Zamac 
zine alloy. Moving parts rotate on 
bronze oilite bearings. Jdeal Brass 
Works, Inc., Dept. HA, 219 E. 
Ninth St., St. Paul 1, Minn. 


Item 18 
Holiday cookie pan display 
You can display Bake-King cookie 


pans for the holiday season in this 
three-color floor display stand. The 


display is free with eight dozen or 
more cookie pans in both tin or 
aluminum. Chicago Metallic Mfg. 
Co., Dept. HA, 3711 S. Ashland 
Ave., Chicago 9, Ill. 


Item 19 
Battery-powered lawn mower 


Battery power has been intro- 
duced to the home lawn mower field 
with this quiet operating 18-in. 
rotary mower. Called Lectro Lawn- 
shear, it operates from a 12-volt 
battery designed especially for lawn 
use. The battery can be charged 
with 110-volt house current. This 
mower will cut about 15,000 sq ft 
of lawn, or operate for 1% to 2 
hrs, with one battery charge. Blade 
speed is constant (no tapering off) 
until battery power is spent. Cost 
for recharging is about 2¢ per 
charge and the battery will last 
for several years. This mower is 
available in two models, deluxe and 
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standard. The deluxe unit has a 
built-in charger and a locking key 
on the handle. It sells for $149 
retail. The standard unit has a 
iocking key near the motor and a 
separate charger. This model re- 
tails for $124. Both models have 
push-button starting. Other bat- 
tery operated models will be avail- 
able in early fall. West Point Prod- 
ucts Corp., Dept. HA, West Pornt, 
Pa. 


Item 20 
Adjustable wrench display 


Fuller’s new adjustable wrench 
merchandiser holds two each of 
four size wrenches (6, 8, 10 and 
12 in.). Each wrench is individu- 
ally carded and pre-priced, and is 
clearly displayed for quick self-ser- 
vice selection on Assortment No. 
1000’s red and white metal rack. 


Total retail list of the assortment 
is $22.60. Fuller Tool Co., Ine., 
Dept. HA, 3522 Webster Ave., New 
York 67, N. Y. 


Item 21 
Centrifugal pump line 

Here’s one of the Adapt-Able 
line of centrifugal pumps, designed 
to furnish a wider range of clear 
water, non-clog and other liquid 
modifications. Each pump is NEMA 
matched to align with dimensions 
of NEMA-rated motors for ease of 
mounting. These pumps are con- 
structed so that frames _ receive 
various size volutes and impellers. 
Design permits most economical 
frame size to be selected to match 
motor horsepower requirements of 


the pumping job. Both horizontal 
and vertical Adapt-Ables feature 
cartridge-type mechanical seals or 
conventional stuffing boxes with 
easy changeover to suit pumping 
requirements. Fairbanks, Morse & 
Co., Pump & Hydraulic Div., Dept. 
HA, 600 S. Michigan Ave., Chicagc 
5, Ill. 


Item 22 
Model railroad car 


Another mode] railroad car kit 
has been added to Ambroid’s lim- 
ited production group called One 
in 5000. A collector’s item, the 
newest car is a super-detailed mod- 
el of the ACL hopper bottom Phos- 
phate Car, built in 1922. It is a 





HERE’S YOUR BASIC STOCK 
IN COATED WORK GLOVES... 


Modern merchandising calls for careful buying in 
order to simplify stock, sell steadily, and satisfy all 
your customers’ needs. That’s the idea behind both 
the NRHA Turnover Handbook and Edmont’s basic 
stock plan for coated work gloves. Stock these four 
and you need no more. They are the Edmont gloves 
your customers have seen advertised for years in The 
Saturday Evening Post, have bought repeatedly and 
will continue to buy at good profit to you. 


= NEOPRENE-COATED KNITWRIST 


No. 908 THUMBS UP, coated with specially reinforced 
compound of DuPont neoprene, provides best all- 
around resistance to solvents, caustics, oils, acids, 
heat, cutting and abrasion. Can retail for $1.29. 


= VINYL-COATED KNITWRIST 


No. 707 TURTLE is super-fiexible, jersey-lined, job- 
fitted for abrasion resistance and handling in oils, 
acids, caustics and many solvents. Will not chip, crack 
or peel. Can retail at 98¢. No. 303 Monkey Grip, also 
in this category, gives extra service and returns full 
profit at $1.19. 


= VINYL-IMPREGNATED SLIP-ON 


No. 120 WERX is made of a miracle fabric that out- 
wears 8 oz. cotton 5 to 1, often replaces goatskin and 
leather at substantial savings. Has positive non-slip 
grip, is 100% machine washable and job-fitted for 
general all-around use. Retails at 98¢, returns full 
profit of $3.92 per dozen. 
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= FULLY-COATED 12” GAUNTLET 


No. 712 TURTLE is job-fitted for handling in oils, 
chemicals and solvents. Provides excellent resistance 
to snags, cuts, heat and abrasion. Curved, preflexed 
fingers and wing thumb give natural hand shape. Re- 
turns full profit at $1.59. No. 312 Monkey Grip and 
No. 912 Thumbs Up also fit this category and return 
full profit at $1.79 and $1.89, respectively. 


Order your basic stock from your wholesaler now 


Edmont ¢ 


JOB-FITTED WORK GLOVES 


Edmont Inc. *« 1214 Walnut Street, Coshocton, Ohio 
Want more facts? Circle 124, p. 63 
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scale model in basswood with de- 
cals and so on. Kits sell at $5.25 
each. Ambroid Co., Dept. HA, E. 
Weymouth, Mass. 


Item 23 

One-piece expansion bolt 
Thunder Bolt is in one piece, 

complete with nut, washer sleeve 


and stud. Can be used in any type 
of solid masonry. Maximum hold- 
ing power of the 4-in. size in con- 
crete is 1500 lb, the 5/16-in. is 2000 
lb, and the *%%-in. is 4000 lb. Avail- 
able in round, flat and nut type 
style heads. Universal Fastenings 
Corp., Dept. HA, 63 Florida St., 
Farmingdale, Long Island, N. Y. 


Item 24 
Two electric alarm clocks 

Here are two electric alarm 
clocks by Lux. The No. 5000 series 
has a plain off-white dial with gold 
border and sweeping saber decora- 
tion in gold, black hands and nu- 
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merals with red second-hand and 
polished gold alarms set hand. In 
ivory case for $5.98 retail. The 5001 
series has a luminous dial with mid- 
nite black dial background, con- 
trasting polished gold ribbed verti- 
cal border, luminous hands and 
numerals, red sweep hand and pol- 
ished gold alarm set hand. In ivory 
case for $6.98 retail. Lux Clock 
Mfg. Co., Inc., Dept. HA, Water- 
bury, Conn. 


Item 25 
Shelf brackets and standards 


Here’s Quality Steel’s new dec- 
orator line of shelf brackets and 
standards, featuring Finger-Lock 
brackets and Snap-Away tabs at 





bottom of each standard. Available 
in black, gold and silver. Stand- 
ards and brackets may be mixed 
and matched for any desired decor. 
Each standard is 15-in. in length. 
Qual-Craft brackets are furnished 
in 4, 6, 8, 10 and 12-in. lengths. 
Quality Steel Products, Inc., Dept. 
HA, 187 Gardner Ave., West Rozx- 
bury 32, Mass. 


Item 26 
Self-propelled tiller 


This 26-in. Homko self-propelled 
reversing rotary tiller has a finger- 
tip control Till-A-Matic drive con- 
trol to give single speed forward, 
neutral and reverse. If the opera- 
tor releases lever while holding it 
in reverse, it automatically returns 


to neutral thus stopping the tiller. 
Model 1345 has a new low sil- 
houette air cleaner, 10-in. heavy- 
duty semi-pneumatic'§ transport 
wheels for easy maneuvering. 
Transport wheel assembly is easily 
removed for cultivating. Listing at 
$149.95 it has a 3-hp, 4-cycle Pulsa- 
Jet engine with recoil starter. 
Model 1340 is a 2l-in. standard 
self-propelled rotary tiller without 
reverse, listing at $129.95. Western 
Tool & Stamping Co., Dept. HA, 
Des Moines, lowa. 


Item 27 
Improved hedge shear 


These Ames hedge shears fea- 
ture a patented bumper action 
spring shock absorber that eases 
action for the next cut. The shears 


have 814-in. hollow ground polished 
steel blades, notched and serrated 
to hold stems for tough clipping. 
Center bolt has self-locking nut 
and the handles are rigidly pinned 
burntcote ash. Model ES10 retails 
at about $5.95. Line includes five 
other models listing from $2.95 to 
$6.50. O. Ames Co., Dept. HA, 
Parkersburg, W. Va. 


(Continued on page 66) 





FREE CHECK LIST SERVICE FOR HARDWARE AGE READERS 


Use this new, quick way to 


KEEP POSTED on 


NEW ITEMS AND NEW SELLING IDEAS 


These two easy steps will keep you up-to-date on latest information on new items, new 
merchandising ideas, special deals and other profit building information. 


As you read through this issue you will find numbers beneath all adver- 
tisements and with all items described in the Buying Check List. 


When you want more information on any of the items or ideas in the 
advertisements or in the Buying Check List, just circle the corresponding 
number on the Quick Check Postcard below, and mail. We pay the 
postage as a service to readers. Your request will be promptly passed 
on to the manufacturers involved. 


address carefully. This special Post Office Box address is for Quick Check Postcards 
sl] other mail to HARDWARE AGE, Chestnut & 56th Sts., Philadelphia 39, Penna. 
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Village Station 
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HARDWARE AGE BUYING CHECK LIST 


A quick, easy way to keep up to date 


& Each issue of HARDWARE AGE contains hundreds of new profit 
making ideas on selling, merchandising, etc., as well as 
the largest listing of new items of any hardware magazine. 


BP You must keep posted on these new ideas if you want to 
keep your store profitable. HARDWARE AGE makes it easy 


for you to keep posted by using this Free Quick Check 
Postcard Service. 


P Circle the numbers on the card below that correspond 
with the numbers under the new items in this Buying 
Check List and under the advertisements. We will promptly 
forward your request to manufacturers and you will receive 
from them the latest information available. 


> Remember, with competition so strong, you must keep posted 
on everything that will help you do a better selling job. 
Be sure to also check with your wholesaler about new items. 


GET THE LATEST INFORMATION BY USING THIS POSTCARD. 
PRINT NAME AND ADDRESS CLEARLY AND MAIL TODAY 
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Plastic Steel 


the original epoxy repair 

material with over 

1,000,000 uses for permanent 
home, farm, auto, boat repairs. 
Available in box or blister package. 
Recommended where great 
strength is required. 


DEVCON §f LIQUID 


aluminum 


real aluminum in paste form — 
immediate repairs right from the 
tube. Seals, fills, cavlks — 

will not rust. 


Why stock a multitude of different types and 


makes of repair materials when the 5 Devcon 


Repair Materials will complete every home, 
auto, farm and boat repair job. Here is your 
single source of supply for proven quality 
products. Devcon backs your sales efforts 
with extensive national advertising and 
publicity — LIFE, READER’S DIGEST, etc. — 
as well as a wide variety of free sales aids. 


Visit us at Booth 428 


National Hardware Show 


Contact your wholesaler or write 

the factory direct for full details 

on the Devcon profit package... 
every ilem gives you a full 


40% profit! 


Want more facts? Circle 125, p. 63 


DEVCON’ TO 


tHe epoxy "SUPER GLUE” 


the dual-purpose material — 
provides tremendous bonding 
power for any repair — also, ideal 
for all porcelain and appliance 
repairs — hardens to a 

glossy white finish. 


DEVCON’ Rubber 


real rubber in semi-paste 
form for all kinds of 


flexible repairs. 


oevcow STEEL 


for quick, easy repairs to 
furniture, toys or any damaged 
metal, wood, concrete or glass 
materials. Can be finished to any 
metallic coloring. 





NOW AVAILABLE! 


Here’s the new compact, 
revolving Devcon Repair Center 
offered FREE to you in 
combination with 24 packages of 
famous Devcon repair materials. 
Get in touch with your wholesaler 
or the factory for all the facts on 
this self-service merchandiser 

that spurs impulse buying. 


~ POURED PILLAR OF STEEL TRADE MARK 
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(Continued from page 62) 


Item 42 
Electric putty remover 


Here’s a new tool for do-it-your- 
self customers. Ludlow’s electric 
Putty Torch is shaped to get into 
corners, both right and left, with- 
out turning. It has three heating 


edges for greatest maneuverability. 
The unit is 5%-in. long and 2)-in. 
wide, and weighs 13 oz. Comes 
complete with UL approved cord 
and plug. Sells for $4.95. Ludlow 
Products Co., Dept. HA, 444 Second 
St., Schenectady, N. Y. 


Item 43 
Modern design cabinet pull 


Amerock’s No. 456 Catalina cabi- 
net pull is designed for the replace- 
ment market. The new pull has 
standard 3-in. centers and large 
size bases to cover marks made by 
old hardware. Available in  pol- 
ished chromium for 29¢ retail, and 
in satin copper, satin chromium, 
polished brass, and dull bronze- 
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plated finishes for 39¢ retail. Also 
available is the No. 536EH display 
emphasizing the replacement value 
of the pull. Amerock Corp., HA, 
Rockford, Il. 


Item 44 

7-hp lawn-garden tractor 
Jacobsen’s new garden tractor, 

called the Chief, has a 7-hp engine 

with speeds of 2, 3, and 7 mph for- 

ward and 2 mph in reverse. Attach- 

able implements also available for 


| 


the tractor include a moldboard 
plow, an eight-disc harrow, a spike 
tooth harrow (18 spikes), a culti- 
vator, seeder, fertilizer, plus wheel 
weights and a snow-plow bull dozer. 
Weighs about 500 lb. Jacobsen 
Mfg. Co., Dept. HA, 747 Washing- 
ton Ave., Racine, Wis. 


Item 45 
Retractable tip on plumb bob 


The Twin-Point Retracta-Bob is 
a completely revamped plumb bob. 
It is solid brass and has retractable 
point which is spring loaded to ab- 
sorb impact shocks. The hardened 
steel point is reversible and usable 
at either end for quick replacement 
in the field. No tools are required 
to change the point. A tapered seat 
assures that the point is centered 
and bob balanced at all times. An 
automatic stop permits scribing. 
The slim body simplifies sighting 
the point even at very sharp an- 
gles. Narrow silhouette reduces 





j 
wind sway and removable spool cap 
allows maximum cord storage. Pol- 
ished edges lessen cord abrasion. 
Offered in all popular sizes. C. L. 
Berger & Sons, Inc., Dept. HA, 87 
William St., Boston 19, Mass. 


Item 46 
Three oil cloth patterns 


Dodge City, Dutch Delight, and 
Fruit Trellis are three new pat- 
terns in Columbus oil cloth. Dodge 
City and Dutch Delight are avail- 
able in three colorings, and Fruit 
Trellis in four colorings. All three 
patterns are available in 46 and 
54 in. widths. In addition, Dutch 
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Delight will have three colorings 
of 12 and 15 in. shelf oil cloth. Co- 
lumbus Coated Fabrics Corp., Dept. 
HA, 7th & Grant Aves., Columbus 
16, Ohio. 


Item 47 
Low-price hose nozzle 

This lever hose nozzle listing at 
95¢ adjusts to any spray from mist 
to stream with a flip of the thumb. 
Model A-4625 is grit-proof and has 
a leak-proof shut-off. It is polished, 





ALL NEW 
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COMPLETE LINE 
y & 


ay ? 
ma ee. 
“OF GARDEN SHEARS 


THE AMES NAME now gives your garden tool line even greater 
emphasis on QUALITY, UTILITY, SALES PUNCH and PROFIT... 
AMES, your standard of quality since 1774, the profit name 
in steel goods and shovels... brings you HEDGE SHEARS, 
LOPPERS, PRUNERS and GRASS SHEARS to round out your 
Ames Profit Line of quality garden tools! And remember, 


with Ames — orders are shipped from one place — all at 


related laal ce METAL HOUSEWARES 


CASUAL FURNITURE 


PARK MRSBURG <>. AMES Oi 8 F WEST VIRGINIA 


Want more facts rcle D, Pp. 
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triple chrome-plated and all parts 
are non-corrosive. Available un- 
carded, six to a display box or 
carded six to a reshipping carton 
at $1 list. Lafayette Brass Mfg. 
Co., Inc., Dept. HA, 409 Lafayette 
St., New Vork. 


Item 48 

Combination table & planter 
Artistic Wire combines conve- 

nience and decoration in its No. 

609 tray table. Made of heavy 

brass plated wire, the table comes 

complete with Lamidol wood grain 


none RES nee es 


inset and plastic plant pot. The 
table stands 21% in. high. The in- 
set is a circular 15 in. Suggested 
retail is $5.98. Artistic Wire Prod- 
ucts Co., Dept. HA, Taftville, Conn. 


Item 49 
Decorative wastebaskets 


Designed for use in any room in 
the home or apartment this rust- 
proof, dent-proof, unbreakable 


68 ¢ HARDWARE AGE, September 8, 1960 


wastebask-+ has light - reflecting 
textured panels that create a rich 
glitter effect. The modern tapered 
shape saves floor space. Decorated 
on each of three panels the basket 
comes in three sizes in six Plas-Tex 
matched pantryware colors. List 
prices: 15 qt No. 6702, $1.98; 22 
qt No. 6703, $2.98; 35 qt No. 6704, 
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$3.98. Mats, photos and electros 
available. Plas-Tex Div., Cal-Dak 
Co., Dept. HA, 2525 Military Ave., 
Los Angeles, Calif. 


Item 50 
Small size power roller 


Rowco’s new power roller, Roll- 
king, packs 500 pounds of rolling 
weight when filled with sand and 
water, yet handles easily. Finger 
touch controls regulate a Clinton 
4-cycle, 24%, hp engine. The roller 
is 18-in. in diameter and 24-in. 
wide. Other features are a l1I1- 


gauge steel shroud, two drum plugs 
for fast draining, and steel tubing 
handles. Rowco Mfg. Co., Dept. 
HA, 48 Emerald St., Keene, N. H. 


Item 51 


Compact design snow throw 


Commercial users as well as 
homeowners will want the 1961 Reo 
Power-Pro Snow Throw. A ratch- 
et-action impulse starter simplifies 
starting and an improved car- 
buretor heater keeps engine run- 
ning smoothly at even below-zero 
temperatures. This model has 


fewer moving parts than previous 
models. Extra booster fans are not 
needed to discharge snow which 
allows total horsepower to be used 
to drive the unit. A special slip 
clutch prevents rotor and drive 
chain damage. There are no shear 
pins to replace and the heavy-duty 
drive chain is enclosed. Control box 
is on the handle where one knob 
engages clutch, runs, idles and 
stops the engine. This unit clears 
a 20-in. path. Motor Wheel Corp., 
Dept. HA, Lansing, Mich. 


Item 52 
Six new Christmas wraps 


You can offer customers a choice 
of three packages and six designs 
with the new KVP Christmas wrap- 
ping paper line. Two of the pack- 
ages are convenient cutter boxes 
and the third is a three-roll pack. 
Maximum yardage is a feature of 
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AMERING TYPE SCREW-SHANK 
NAILS 4 TYPE NAILS 


Used where holding power, Hold like a screw, provide 
permanence and strength much greater binding sur- 
are of primary importance. | face than ordinary nails. 
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How many of these tight-holding 


nails do you stock? 


A nail isn’t a good nail unless it holds. And most carpenters and other 
users know exactly the kind of nail they want for a particular job. That's 
why it will pay you to brush up on your knowledge of nails... and keep 
abreast of what's new. 

Look at the 9 nails shown here. Look at them closely. They’re certainly 
not ordinary nails. Yet, it is doubtful if you have a single nail customer 
who couldn't use most of them to improve the quailty of his workman- 
ship... and get a stronger, better job in the bargain. 

USS AmerinG and Screw-Shank Nails have approximately 3 to 4 times 
the holding power of ordinary nails. 

Every time you sell a nail that drives straight and fast and holds tight, 
you've either strengthened your hold on a regular customer or made a 
new one. So, offer your trade the line of unquestioned quality—USS 
AMERICAN Nails. For more information, refer to your USS AMERICAN Nail 
Catalog, or get in touch with our representative in your area. American 
Steel & Wire, 614 Superior Ave., N.W., Cleveland 13, Ohio. 


In addition to the nails shown, the AmerinGc or Screw-Shank 
features can be applied to most of our standard round wire nails. 
These nails are generally ordered as illustrated but may be ob- 
tained with either feature. 

USS, AMERICAN and AMERING are registered trademarks 


American Steel & Wire 
Division of 
United States Steel 


Columbia-Geneva Division, San Francisco, Pacific Coast Distributors 
Tennessee Coal & Iron Division, Fairfield, Ala., Southern Distributors 
United States Steel Export Company, New York, Distributors Abroad 


Want more facts? Circle 127, p. 63 
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SELL 


Jimmyproof 


AND SELL 
THE BEST! 


SALES SPARKING LINE 


—_ 


An angle strike lock with a 
cast bronze bolt, this model 


operates from the outside by 
key and inside by turn knob. 
Its 2%, x 4% x I" case is of 
cast bronze. Model 32667 (not 
is companion model | 


shown) 
with flat strike. 





#212 


This angle strike night latch 
operates outside by key, in- 
side by turn knob. A_ cast 
bronze cylinder and iron case 
(2/2 x 3/2 x I") can also be 
furnished with a flat strike. 





# 688 


Key operation from both sides 
gives this quality angle strike 
deadiock a high security rat- 
ing. Manufactured to precise 
specifications, #588 has oa 
cylinder, bolt, strike and case 
(2% x 4% x 1"') of cast bronze. 
Companion model #687 (not 
shown) has a flat strike. 


e High 
Security § 

e Standard = 
Backset 
(2%") 

© Precision © 
Made s 


ihe New England 


Lock and Hardware 
COMPANY 


en 


ra | 


AJ A 
x VV ALF 
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BUYING CHECK LIST 


Want more details? Just circle item number on p. 63 


all three boxes. The designs range 
from modern to traditional and in- 
clude a year-round striped pattern. 
KVP Sutherland Paper Co., Dept. 
HA, Kalamazoo, Mich. 


Item 53 

Gift-packed chip & dip set 
Anchor Hocking’s three - piece 

Chip and Dip Set consists of a 


Swedish Modern style 4-qt bowl and 


a 5'4-in. matching bowl with a 
brass holder. The large bowl can 
also double as a punch bowl. Each 
set is packed in a gift carton. Re- 
tails for about $1.98 per set. An- 


_chor Hocking Glass Corp., Dept. 


HA, Lancaster, Ohio. 


Item 54 


_ Riding tractor snow-throw 


Here’s a 36-in. snow-throw de- 
signed for use with the Simplicity 
700 riding tractor. It will operate 
in raised or lowered position, tilts 


to match ground contours. It also 
has an adjustable outlet duct to 
throw snow right or left. Other 
features are a removable scraper 
blade, adjustable skid shoes. The 
same line includes a 46-in. sickle 
bar for use with the riding tractor 
and a 42-in. rotary mower attach- 
ment. Simplicity Mfg. Co., Dept. 
HA, Port Washington, Wis. 


Item 55 
Multi-purpose storage aids 


Dennis Mitchell’s new Slide-A- 
Way shelves are convenient for stor- 
ing household items. Model 138 


(shown) is a stationary vertical 
rack which fits into an upright 
compartment. Other models fea- 
ture a vertical rack or bin on a 
track for easy access, without 
kneeling or reaching. Dennis 
Mitchell Industries, Dept. HA, 4424 
Paul St., Philadelphia 24, Pa. 


Item 56 
Impulse-type sprinkler heads 


The Mr. Rain line of sprinklers 
features a professional, impulse- 
type sprinkler head made of Cyco- 
lac which eliminates rust, corro- 
sion and erosion and is not af- 
fected by chemicals, grit, sand or 
temperature extremes. This sprin- 
kler head has a dial for adjustment 
to available water pressure. Offered 
in full circle head and in full or 
part circle head on bases and for 
professional sprinkling system 





users. This line includes impulse 
heads, pop-up sprinkler heads, reg- 
ular sprinkler heads, nozzle inserts 
and pipe riser. Franklin Metal & 
Rubber Co., Dept. HA, Jackson- 
ville Road, Hatboro, Pa. 


Item 57 
Non-breakable sponge mop 


O-Cedar’s No. 606 sponge mop | 
is framed in non-breakable Cedar- | 
flex material. Pristine white frame | 
and squeezer are decorative, and | 
flexible for working. Refills fasten | 


4 


tight with a twist of a screw- | 


driver. Choice of four pastel colors 
in cellulose sponge. 


cago, Ill. 


Item 58 
Display for lubricants 


Panef’s new lubrication depart- 
ment combines six lubricants in a 
self-service display which requires 


only 1% sq ft of space. Items fea- | 


tured in the display are Lub-A- 
Spray, dry graphite; Lub-A-Lite, 
dry, white’ stainless lubricant; 
Panef-Oil; Smash Penetrating Oil 
and Rust Solvent; Lub-A-Graph, 


C000 NEWS LETTER from 





HOW MANY PRODUCTS 
ARE YOU CARRYING!... 


If you've got 8 or more of our items in your store let me know, 
and I'll have my mother-in-law send you a special present. 
Ask your jobber salesman to show you the complete line. 
it’s a best seller with Republicans and Democrats alike. 





OUR NEW LOCK-it 























PREVENTS ‘‘FALL-OUT”’ 


Yessir, no more loose nut problems with 
our new LOCK-it, the liquid lock washer. 
One drop seals and secures metal and 
wood fasteners. It’s 69¢ for a 134 oz. 
tube, bubble-packed. Buy now! 


Cordially, 





Retails for | 
about $2.49. O-Cedar Div. of Amer- | 


ican Marietta Co., Dept. HA, Chi- | Firm-Flex (gasket type) Specially-treated 





Ae. 
LA 


Me after 4 weeks on 
the road with the kids. 


CED 


Sales Manager and Son-in-Law 


ORDER FROM YOUR JOBBER OR WRITE 


THE WOODHILL CHEMICAL Co. 


“Originators and world’s largest manufacturers of Plastic Aluminum” 


1390 East 34th Street 


Cleveland 14, Ohio 


Want more facts? Circle 129, p. 63 
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new tips 


for more sales 
GARDNER Packaged 


-WEATHERSTRIPS 


Gard-Strip The modern gasket type vinyl 
plastic weatherstrip for doors and 
double hung windows. 


Holdfast Treated felt on notched brass or 
white metal; also, burlap reinforced 
jute and hair felt. 


vermin-proof felt with hemp core 
and covered with rubber-covered 
fabric. Reinforced tacking flange. 


Sto-m Seal (gasket type) Cotton filler 
with maroon color, rubber-coated 
sheeting. 


Spring Bronze Durable, tempered bronze 
weatherstrip for doors and double 
hung windows. Also, Door and 
Window Sets and Door Bottoms. 


Order from your jobber, or write us 


Also Stock Spring Assortments 
Clean-out Augers 


Pole Sockets 


ARDNER WIRE CO. 


1329 So. Cicero Ave., Chicago 50, Ill. 
Want more facts? Circle 130, p. 63 


S900 





America’s Fastest Selling, 
Most Advertised Line of 
Rat and Mouse Killers— 
Outsells All Others 
Combined! 


Pre-Sold To Your Customers 
Through Powerful Radio, Maga- 
zine, Farm Journal, Local News- 
paper Advertising! 


GET TOP TURNOVER— 
BIG PROFITS with d- 





¥ 
—cxT try 
Freee 
a 7 , 


THE d-CON COMPANY, INC. 


1450 Broodway, New York 18. N. Y 


Want more facts? Circle 131, p. 63 
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BUYING CHECK LIST. 


Want more details? Just circle item number on p. 63 


weatherproof liquid graphite; and 
Panef Stainless Sewing Machine 
Oil. Panef Mfg. Co., Inc., Dept. 
HA, Box 1910, Milwaukee, Wis. 


Item 59 
Outdoor incinerator 


Yard Boy is made of cast iron 
and heavy gauge steel and is coated 
with vitreous porcelain enamel. In- 
terior flue perforations admit air 
to all levels of the fire as it burns 
downward. Available in 1%-bushel 
capacity to sell for $49.50, 3-bushel, 


for $59.50, and 6-bushel, for $99.50. 
J. W. Fiske Architectural Metals, 
Dept. HA, 111 Pennsylvania Ave., 
Paterson, N. J. 


Item 60 

Economy model rug cleaner 
This twin-brush rug cleaner and 

floor conditioner automatically dis- 

penses liquid waxes, floor cleaner 

and rug shampoo. It comes com- 

plete with two waxing-polishing 
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brushes, two nylon scrubbing pads, 
two reversible buffing pads and an 
adjustable rug cleaning attachment. 
The floor conditioner has a sug- 
gested retail of $29.95. The op- 
tional automatic liquids dispenser 
is $2.95. A Deluxe unit which in- 
cludes all accessories and the dis- 


4 


penser is available at a recom- 
mended list price of $59.95. Sun- 
beam Corp., Dept. HA, 5600 W. 
Roosevelt Rd., Chicago 50, Ill. 


Item 61 
Small items storage cabinet 


This steel-framed Jiffy cabinet 
will interest housewives, hobbyists 
and professional people who store 
small parts and supplies. Jiffy’s 
Multi-Bin is 29/16 in. deep by 534 
in. square. There are two new size 
drawers at the base and two 
drawers immediately above that 
measure 1% in. deep by 5% in. 


square. The remaining rows hold 
12 standard size Jiffy drawers. 
Sells for $7.95. Campro Products, 
Inc., Dept. HA, Canton 1, Ohio. 


Item 62 
Heavy-duty snow mover 


This heavy-duty, self-propelled, 


Ariens Sno-Thro clears a 2-ft wide 
path, 65 to 125 feet long in one 


minute. High speed blades throw 
the snow up to 25 ft in any direc- 
tion. Directional discharge is con- 
trolled by a hand crank. Equipped 
with recoil-starting 4%-hp Lauson 
engine. Has two forward speeds 
and reverse. Ariens Co., Dept. HA, 
Brillion, Wis. 


Item 63 
Medium weight butt hinge 


Designed to cut mortising time 
in half is the #8741 medium- 
weight butt hinge with °.-in. ra- 
dius corners. It has rounded cor- 











ners and the mortise can be com- 
pleted in one sweep with use of a 
114-in. router. Hinges are unas- 
sembled and bulk packed and are 
available in all standard finishes. 
It is competitively priced and is 
offered in two sizes: 3% x 3% in. 
and 4 x 4 in. C. Hager & Sons 
Hinge Mfg. Co., Dept. HA, 139 
Victor St., St. Louis 4, Mo. 


Turn to p. 74 for a listing of 
new aids to help you sell better. 





You'll like Bethlehem bolts, too. 
They’re tops in quality. All 
sizes and types of carriage, lag, 
and machine bolts and nuts 
are available for quick delivery. 


BETHLEHEM STEEL COMPANY, BETHLEHEM, PA. 
Export Distributor: Bethlehem Steel Export Corporation 


BETHLEHEM STEEL 


Want more facts? Circle 132, p. 63 
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NEW AIDS TO HELP YOU SELL 


New catalogs, specification sheets, catalog sheets and other free 
literature to keep you posted, Circle number, p. 63 for your copy 


ITEM 86 FISHING TACKLE BOX CATA- 
LOG—Union’s newest plastic tackle 
boxes for fishing enthusiasts are 
featured in this issue. The catalog 
points up such features as: un- 
breakable, solid brass metal parts, 
and so on. Prices are available with 
the catalog which shows the com- 
plete line. Union Steel Chest Corp., 
Dept. HA, Le Roy, N. Y. 


ITEM 87 CAULKING SHEET AND CAT- 
ALOG—Complete details on a special 
deal for new dealers is given in the 
Seal Rite caulking materials sheet. 
Information on the full Seal Rite 
line is given in the catalog. Caulk- 
ing materials, glazing compounds 
and repair formulations for marine 
and architectural use are described 
and illustrated. Seal Rite Caulking 
Co., Inc., Dept. HA, 119 N. 11th 
St., Brooklyn, N. Y. 


ITEM 88 REPEATING SHOTGUN CATA- 
LoG—Contains complete informa- 
tion on Mossberg’s new Model K 
repeating shotguns. Gun features 
are detailed including the change- 
able choke, quick loading, comfort 
items, and safety. Prices, gun sizes 
and gauges are also given. O. F. 
Mossberg & Sons, Inc., Dept. HA, 
1609 St. John St., New Haven 5, 
Conn. 


ITEM 89 DOG CHAIN CATALOG SHEET 
—A special deal offering a 50 per- 
cent profit is covered. The deal in- 
cludes a 36-piece assortment of 
Hodell dog chains plus a display 
stand that takes less than 2 sq ft 
of floor space. The display is 67 in. 
high and has a colorful sign. Hodell 
Chain Co., Dept. HA, Cleveland 3, 
Ohio. 


ITEM 90 STEEL SHELVING CATALOG 
—Penco’s complete line of indus- 
trial and commercial steel shelving 
is covered. This 36-pager, catalog 
2400, also describes lockers, storage 
cabinets and bookcase shelving. 
Specifications and tables of dimen- 
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sions and capacities are given along 
with about 130 photographs. Typi- 
cal applications of shelving types 
are also given. Penco Div., Alan 
Wood Steel Co., Dept. HA, 200 
Bower Ave., Oaks, Pa. 


ITEM 91 MINIATURE TOOL SET CATA- 
LOG—Moody’s tiny tool sets are 
described in detail. Each tool set 
in the line is illustrated and de- 
scribed as to what it is and how it 
is packaged or merchandised. All 
newly added tools are included. 
Moody Machine Products Co., Inc., 
Providence 5, R. I. 


ITEM 92 METAL FURNITURE BRO- 
CHURE—This 4-pager, in color, 
covers the 1960 Beauty-Fold fall 
line of bridge furniture and folding 
utility tables in a wide range of 
sizes, colors, styles, materials and 
finishes. All items are shown in 
indoor settings and complete spec- 
ifications are given. A new litho- 
graphed finish of marble and wal- 
nut combined is featured on steel 
tables in two sizes. Aluminum 
tables in three sizes are also shown. 
All-Luminum Products, Dept. HA, 
Philadelphia, Pa. 


ITEM 93 PUMP, CHAIN SAW SALES 
AIpSs—Dealer sales aids for Lan- 
caster Pump chain saws and pumps 
are described in this new folder. 
The firm’s complete advertising 
program and display material avail- 
able to dealers are covered. Lan- 
caster Pump & Mfg. Co., Inc., Dept. 
HA, Manheim Pike, Lancaster, Pa. 


ITEM 94 ALUMINUM LEVEL BUL- 
LETINS—Aluminum levels with 24- 
in. rules along the top edge are 
covered in two bulletins from 
Columbian Vise. The levels come in 
4 and 6-vial types. Bulletin LL-8441 
covers level models 4524 and bul- 
letin LL-8442 covers level models 
6524. Columbian Vise & Mfg. Co., 
Dept. HA, 9023 Bessemer Ave., 
Cleveland 4, Ohio. 


ITEM 95 CAULK DISPLAY-PROMOTION 
KITS — Dealer display-promotion 
kits for caulking, glazing and seal- 
ing products are available from 
DAP. Each kit contains a bulletin 
explaining how you can use the 
materials to get local tie-ins with 
the DAP national advertising pro- 
gram. The kit includes four display 
posters, sample hand out folders 
and so on. A special free offer in 
display racks is also covered. DAP, 
Inc., Dept. HA, Dayton 31, Ohio. 


ITEM 96 CASTER AND WHEEL CATA- 
LOG—This 12-pager is a condensed 
easy-to-use version of the Payson- 
Harris & Reed catalog No. 60. It 
covers fast moving casters and 
some specialty models. Useful for 
hand out to customers. Payson- 
Harris & Reed, Inc., Dept. HA, 
2916 W. Jackson Blvd., Chicago 12, 
Ill. 


ITEM 97 PAINT, GLASS TOOL PRICE 
SHEET—This Red Devil price sheet 
covers the complete line of paint- 
ers’ and blaziers’ tools, floor condi- 
tioning machines and merchan- 
disers. The 12-page list gives dealer 
costs and list prices with brief de- 
scriptions of each item. The sheet 
is issued with Red Devil’s new No. 
24 catalog. Red Devil Tools, Dept. 
HA, Union, N. J. 


ITEM 98 PYRAMID DISPLAY PLANS— 
Plans are available from Masonite 
to show you how to make a pyra- 
mid-type display fixture with a 
tilted mirror. The mirror is de- 
signed to be lighted from above by 
fluorescent lights. Store personnel 
can make the unit out of light 
lumber and Masonite embossed or 
woodgrained hardboard. The unit 
has three tiers, hinged doors for 
the storage space and measures 6 
ft long, 2% ft wide and 4% ft high. 
These free plans are No. AE-257. 
Masonite Corp., Dept. HA, Service 
Bureau, 111 W. Washington St., 
Chicago 2, Ill. 


ITEM 99 STATIONARY POWER TOOL 
ITEMS—Sales literature on the com- 
plete line of Toolkraft stationary 
power tools is available. Dealer 
catalogs, consumer catalogs, en- 
velope stuffers and window stream- 
ers give full details on all tools and 
accessories. Toolkraft Corp., Dept. 
HA, 700 Plainfield St., Springfield, 
Mass. 
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Now Nationally Advertised! Now. DEMPSTER 


SPECIFIED IN POPULAR NVERT 0 J 
EASI-BILD* PATTERNS - - 








Flush-Mounted, 
"Can't-Slip’’ Nut 
Securely Anchors 
Bolts in Wood! 








waits hy Pes 3h 
p00) name By 
3 % ys 
¥ Z 


"7. M, Reg. U. Ss. Pat. Off. 


Build-it-yourself fans will be asking 
for DOT TEENUTS because they'll 
use them as specified in famous 
EASI-BILD PATTERNS for making 
many useful and wanted projects 
around the home. Handymen will 
want ‘em for repairs. Stock up now 
SELF-SERVE on TEENUTS and other items in the 
DISPLAY PAK DOT LINE. 


ORDER FROM YOUR WHOLESALER 


Want more facts? Circle 133, p. 63 


Big Profit...Big Repeat 


PIPE JOINT 
COMPOUND 





Dempster Convert-O-Jet lets 

you close more sales faster 

because it offers—at one low 

price—a truly top quality \ 

— — + nig shal- “deep well 

¥ ow and deep wells. thrifty | 

Contdins No Lead For low iavoutaiaal you offer Fas Sel 
y med pen Mae nam 2 the best in durability, adapti- 
ever. PIPETITE-Stik is finest bility and performance: 
ey Ee ee quick, easy conversion from shallow to deep well 
No mess, no waste—just rub operation with no extra cost, except pipe, and with 
al and plastic threads. . . no special tools; choice of the thrifty 14 or hefty %4 
rremggye Fe Bio Regen. dope HP ball bearing motor; corrosion-proof ejector and 
ete... . pressures te 0,000 | nozzle; improved low-loss impeller; excellent ma- 
Sells on sight to home own- terial and construction throughout; water delivery 
ers, industry and artisan | of as much as 835 gal. per hr.; operational depths 
tories approved. | to 90 feet. 
doren and. 3 Gores hand- | | Write Dempster or your nearest Dempster branch 


some self-display counter | : 
boxes. Write for complete today for details. 
information. 











| WATER 
Nationally advertised and promoted. SUPPLY 


[LA LAKE CHEMICAL CO. DEMPSTER — 


> Branches and Warehouses: Omaha, 
3058 W. Carroll Ave., Chicago 12, Ill. Kansas City, Mo., Des Moines, Sioux 
Falls, Denver, Oklahoma City, 
Amarillo, San Antonio 
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Book 


for a dealer's library 





“How to Buy a Small Business” 
gets down-to-earth in appraising 
the problems you may face in ex- 
panding or relocating. Citing 14,- 
000 business failures last year, the 
book explains that risks in getting 
started can be reduced with 
thoughtful planning. The theme is 
a realistic appraisal of the adapt- 
ability of men, as well as an out- 


line of business pitfalls. Subjects 
include an evaluation of profit po- 
tentials, how to find facts in finan- 
cial statements, and how to use the 
services of brokers, accountants, 
and lawyers. A personal appraisal 
“checksheet” holds a mirror to 
would-be small businessmen. Avail- 
able from Pilot Books, 42 W. 33rd 
St., New York 1, N. Y. Price: $2. 
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NEW 
PURITAN 


“PRIDE” 


RAYON 


8 times more 
absorbent... 


me //} e 
oN longer wearing 


You get 40% profit plus — 
100% customer satisfaction 


The very newest in Puritan’s quality 

line of mop heads is made of rayon for higher 
absorbency —longer wear. Packaged in individual 
polyethylene bags, Pride mop heads make 
colorful eye-appealing displays in your store. 
Also available are the popular Jan, Apex, 

and Mecca cotton mop heads. 


PURITAN CORDAGE MILLS, INC. 


Louisville, Kentucky 


World’s most complete line of cordage products 
Want more facts? Circle 136, p. 63 
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“The Executive Time Saver” is 
virtually a slide rule in print for 
dealers who find management ma- 
thematics difficult and time con- 
suming. The basic uses for this 
book are profit pricing and cost 
control, but it answers practically 
any problem concerning margins, 
markons, distribution discounts, 
etc. It contains 50 pages of com- 
putations in easy-reading chart 
form. All answers to cost and pric- 
ing problems are given at a glance, 
without adjusting, estimating, or 
calculating. This large, hardbound 
book is bound so as to lay flat no 
matter what section is being used. 
Available from CMI Inc., 542 S. 
Dearborn St., Chicago 5. Price: 
$7.50 prepaid (single copies); $5 
prepaid (three or more). 


“Stereo Hi-Fi Handbook’ will in- 
terest dealers selling record players 
and records. This handbook is a 
profitable resale item, with a 40 
percent discount. It will hold the 
attention of browsers and stimu- 
late traffic. It could be the focal 
point for a major display in win- 
dow or store. The book explains 
in layman’s terms what stereo hi-fi 
is all about. It tells about compo- 
nents that deliver good sound, and 
how to buy them wisely. Some 300 
photographs and charts break down 
difficult matter for clear under- 
standing. Available from Arco 
Publishing Co., 480 Lexington 
Ave., New York 17, N. Y. Pages: 
144, clothbound. Price, list: $2.50. 


“A Picture Dictionary of Build- 
ing and Construction Terms” will 
be of value to dealers in several 
ways. It simplifies heavy technical 
jargon for do-it-yourself custom- 
ers and contractors who refer to it 
in your store. It serves to train 
your salesmen in the use of build- 
ers’ language. It has resale poten- 
tial to many tradesmen. Diagrams 
illustrate difficult points so that 
amateurs and professionals may 
quickly grasp details. All definitions 
and terms are based on accepted 
standard usage and building laws. 
Available from Arco Publishing 
Co., 480 Lexington Ave., New York 
17, N. Y. Pages: 57, with 21 plates. 
Price: $3, paperbound; $5, cloth- 
bound. 





We're Building Shellac Sales for You! 
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Shellac information Bureou @ 51 Pine Street, New York 5, N.Y. 
Want more facts? Circle 138, p. 63 | 


IF YOU SELL PAINT 
vou neeD STAT 


STAT sendes eae brush cleaning. 


4 . STAT is economical, saves hours of work. 
™) You'll turn a pretty profit when you 


* suggest “SCOTCH” BRAND Masking STAT is perfect for cleaning paint 
& Tape with every paint sale. from hands, face and even 


SCOTCH IS A REGISTERED TRADEMARK OF THE 3 CO hair. 


TMiiawesora [finine ano \ffanuracrurine coun GENS Winfield Brooks Company, Woburn, Massachusetts 








WHERE RESEARCH IS THE KEY TO TOMORROW SS 
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PUSH-PULL RULE 
ON THE MARKET 


Better than a 10’ rule for measuring the new LANG 
14° and 16’ sizes in slab building materials rs yo 














| 


It’s new . . . it’s exclusive! New 14 and 16 foot slab, sheet and panel PREMIUM DISSTON FEATURES RETAIL $3.95 
. . . . . . . . . E cl S T 
sizes in building materials call for the easy measuring capacity of this © Quick Blade Change Price per rule $2.64 
new 16’ Disston Rule. Rigid ‘““White Face’’ blade makes even a 16’ © Sturdy Aluminum Die (packed % doz. in carton) 


; : Cast Cas 
vertical measurement a one-man job. e Just 7 = No Added Weight Make $1.31 on every sale 


Right now, order the new Super Chief 16’ Rule from your Jobber, or write: Disston Division, H. K. Porter Company, Inc., Philadelphia 35, Pa. 








DISSTON DIVISION |!) | H FR H. K. PORTER COMPANY, INC. 


PORTER SERVES INDUSTRY with steel, rubber and friction products, asbestos textiles, high voltage electrical equipment, electrical wire and cable. wiring 
systems, motors, fans, blowers, specialty alloys, paints, refractories, tools, forgings and pipe fittings, roll formings and stampings, wire rope and strand. 


Want more facts? Circle 140, p. 63 
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General Electric suggests 
small electrics in October, 


1. Cash in on the need for more electric outlets 


G-E SURFACE EXTENSION WIRING installs inexpensively 
on baseboards or walls, with no hole-cutting, no wire “fish- 
ing.” It’s the most practical extension system you can offer. 


YOUR CUSTOMER PUTS attractive new G-E outlets wher- 
ever needed; they attach quickly with wood screws 
provided. Screwless, pressure-type terminals make con- 
nections easy. 


G-E SYSTEM PLUGS INTO existing electric outlet, with 
G-E Attachment Plug. “Paintable” G-E Cable extends sys- 
tem neatly, safely; attaches with matching nails supplied. 


TO HELP YOU SELL G-E Surface Extension Wiring, General 
Electric offers you a choice of 2 profit-proven merchan- 
disers. One dispenses bulk cable—the other, pre-cut 
lengths. 


Stock and display G-E surface extension wiring’ 


“Do-it yourselfers” start getting their electrical-improvement chores 
out of the way about this time — and most of this work involves add- 
ing new electric outlets. G-E Surface Extension Wiring is the best way 


to add them! 


Your customers prefer this safe, permanent G-E system because it lets “terme 
them do a professional-looking job, fast and easily, using simple tools. 
Want more facts? Circle 141, p. 63 
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ways to get top profits from 
November and December 


2. Beat Santa Claus to the punch! 


G-E WEATHERPROOF SPOTLIGHT with porcelain socket 
swivels in any direction; sticks in ground, hangs up, or 
mounts on outlet box. Uses PAR-38 type bulbs. A “natural” 
for Christmas. 


G-E 3-OUTLET CORD SETS are the handiest all-purpose 
extensions you can offer. Sturdy plastic construction 
assures long life. 9, 12, 15, 20 ft. lengths. 


G-E “STEP-SAVER” EXTENSION SWITCH SET gives con- 


venient control of lighting up to 15 feet away. Ends need 
to am under trees and decorations to turn lights On 
Or UFF. 


G-E OUTDOOR UTILITY CORD SETS give safe connections 
for outdoor, indoor lights. Heavy-duty; Nos. 16 and 18 gauge; 
Type SJT cord. 25, 50, 100 ft. lengths. 


Stock and display G-E cord sets for holiday lighting 


Almost everybody puts up Christmas lights. 
Make sure they buy their spot lights and all the cord 
sets they need to connect Christmas lights—from you! 
Highlight your profitable G-E cord set display with 
these four “best sellers”! General Electric Company, 
Wiring Device Department, Providence 7, R. I. 


Progress /s Our Most Important Product 
GENERAL @@ ELECTRIC 


Want more facts? Circle 141, p. 63 
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This window of faces caught motorists eyes. 


Hardware taces... 


® Fun to make 
© No limit to variety 


© Stop curious passersby 


Want to attract more attention 
to your showroom window? Try 
faces made of hardware items. 

Dick Collins, manager of Gam- 
bles Hardware, Naperville, Ill., did 
it, and it paid off in sales. 

The store’s small (12 ft) win- 
dow faces Naperville’s main street, 
but its location is out-of-the-way. 
Passing traffic, although heavy, 
seldom slowed up to look at Gam- 
bles’ displays. The result was a 
definite loss of potential customers, 
Mr. Collins decided. 

The solution: a show window 
display that would be a real traffic- 
stopper. The hardware-face idea is 
not new, but variations are infinite. 

Faces were fashioned out of 
common hardware items — tin 
snips, C-clamps, wooden mallets, 
and the like. These were hung on 
a background of perforated board, 
using regular perforated board 
hooks for support. 

Soon, passing motorists noticed 
a variety of comic “people” peer- 
ing at them out of Gambles’ win- 
dow. 

The motorists looked, and slowed 
up. 

They parked, got out, and looked 
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‘Lowbrow.” 


again. And having stopped, and 
became interested in the window, 
many of them went inside. 

The idea increased the store’s 
traffic 50 percent. Sales jumped 20 
percent before the novelty of the 
windows wore off. @ End 





No. 430 


PICK MATTOCK 
No. 296 5 LB. 


CLAY PICK 
No. 280 5, 6,7, 8 LB. 
CONTRACTORS’ PICK 
8 LB. 


No. 75 
PINCH POINT 
CROWBAR 


| , 
6, ous No. 63 


CARPENTERS’ WRECKING 
BAR 
12°", to", 24°", 30°, 36" Length 


No. 88 
TAMPER TOP 
POST HOLE DIGGER 
16 LB. 


No. 424 
CUTTER MATTOCK 
3, 5 LB. 


No. 63-E 
EXTRA QUALITY 
WRECKING BAR 
24", 30°, 36°" Length 


No. 400 
SQUARE HEAD WEDGE 
3, 4,5 LB. 


f Stock these 
— IRON CITY TOOLS 


CROWBAR 
18 LB. 


for 75% of your 
heavy hand tool 
requirements 


Here are the Iron City Tools with 

the fastest turnover. Three of 

every 4 calls for heavy hand 

tools are for one or more 
ere of these items. You can stock “ 


NEVADA (Long Pattern) the weights listed with con- 


a fidence — they'll move. 


«, On a set Ta RAs, Nee ep ee Se Ll oS MP Bo 


* 
% os oye 
3 eee ‘ws phe 


4, 6, 8, 10, 12 LB. 
most popular 


eon Cay Woot \Novks, tre. 


BOX 791 * WARREN, OHIO 
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for 
over 
75 years 


-.McGILL 


und RAT TRAPS 


the McGill P2Y2Z4KG 


Over 75 years of customer preference at- 
tractively packed in this convenient, self- 
service 2-PAC. Eye-appealing, buy-appeal- 
ing, pre-priced two for nineteen cents, and 
transparent package are proven traffic 
stopper features. Easy dependable, four-way 
trigger action build customer satisfaction. 


ALSTEEL 2-PAC 


This attractive, nickel- 
plated Alsteel 2-PAC 
sells itself. Easy and safe 
to set, sanitary ejection 
plus fast, dependable 
action features trap 
more sales. : 


For business and home 
use, this attractive, five 
position, razor blade 
type scraper and cutter 
has sure-fire sales ap- 
peal. Each scraper sup- 
plied with blade ... 


ready to use. 


McGIL 


MARENGO ° 


METAL PRODUCTS 
COMPANY 
ILLINOIS 
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When making change, don’t be shortchanged 
(Continued from page 45) 


on the counter would soon pay for 
itself in the reduction of errors. 
When there is a mistake in ring- 
ing up the wrong amount, most 
operators find it easy to make up 
the difference on the next sale. 
Anytime the transaction becomes 
complicated by an attempt to com- 
pensate for a past error, the chance 





Post this reminder on your reg- 
ister 


These steps will stop mistakes: 


(1) Carefully count your start- 
ing change bank. 


(2) Ring up each sale sepa- 
rately and correct “mis-rings” 
immediately. 


(3) Use a regular system in 
handling register entries. 

(4) Don’t allow yourself to be 
interrupted while making 
change. 

(5) Put as much information 
as possible on the detail tape. 




















of making a more costly, but less 
obvious, mistake increases. 

The most widely accepted and 
simplest system in this instance 
is to take the receipt for the er- 
roneous entry, mark it so, and place 
it in the register. The correct entry 
should then be made. 

When checking out at the end 
of the business shift, the incorrect 
receipts should be deducted from 
the register reading before at- 
tempting to balance cash and read- 
ing. 


Use a regular system in handling 
register entries 


A major pitfall of many clerks 
is their inability to make change 
in a standardized fashion. Each 
time they go to the register, their 
technique is different. Their mis- 
takes usually are not due to ig- 
norance or misunderstandings, but 
rather from lack of training in an 
orderly method such as shown be- 
low: 

(1) Call out the sale amount and 
the amount handed to you by the 





customer. If the sale is for $5.76 
and you are given $10, state “$5.76 
out of $10.” Should there be an 
honest mistake on the customer’s 
part as to the amount given you, 
your statement should point it out 
to him. 

(2) Leave the payment on the 
register counter or coin ringer 
while you begin to make change. 
By not putting it immediately into 
the cash drawer, there is still no 
question as to the amount given 
you. It also gives you a chance to 
examine the bill to be sure it is 
not counterfeit. 

(3) After the sale has been en- 
tered into the register, draw out 
the difference in coins and bills. 
Count the change as you take it 
from the till. Starting with the 
price, $5.76, count “$5.77, 5.78, 
5.79, 5.80, 5.90, $6, $7, $8, $9, $10.” 

Try to use as few coins as pos- 
sible. It not only saves on change, 
but also lessens the possibility of 
errors. 

(4) Place the customer’s money 
into the register, close the drawer, 
and give the customer his change, 
again counting each coin and bill 
as when it was taken from the 
register. 


Don't allow yourself to be inter- 
rupted while making change 


Many professional con-men, ana 
others with larceny in mind, relish 
the clerk who does not pay close 
adherence to the task of handling 
money. 

These swindlers operate with a 
system designed to turn the clerk’s 
attention away from his immediate 
concern, assuming that when he 
returns to the register he will be 
sufficiently confused and thus sus- 
ceptible to their ominous scheme. 

The technique may be to add to 
their purchase and pay for the lat- 
ter item with a larger bill. Or, they 
may create a distraction by drop- 
ping something or asking the clerk 
a question. 

The clerk who allows himself to 
fall victim to these plots will also 
find himself making other errors 
caused by plain inattention to the 
job of making change. 





Put as much information as possible 
on the detail tape 


It is a mistake to believe that 
the register’s printed detail tape 
holds little value in helping to dis- 
cover and eliminate cash register 
errors. When properly applied, its 
use could save a great deal of time 
and effort. Realizing this impor- 
tance, cash register manufacturers 
have constructed their products 
with large tapes suitable for ab- 
breviated explanations (see illus- 
tration). 

As already mentioned, an error 
in registering can be corrected by 
keeping the receipt in the register 
until the day is over. 

Another method would be to note 
the incorrect entry on the detail 
tape and review the tape after 
business closes. The same holds 
true for paid-out amounts, charges 
and cash received on account. 

From a management point-of- 
view, it is beneficial to go over the 
detail tape as a means of business 
control. The information contained 
on this strip can be used as a 
casual judge of inventory move- 
ment or to gage promotional ac- 
tivity. 

An observant manager or ex- 
perienced clerk can also discover 
improved cash register procedures 
from a review of the tape. @End 


Stanley drapery dealers 


have new sales tool 


Dealers handling Stanley drap- 
ery hardware have a new sales 
tool. This is a book on decorating 
windows which they can sell to 
their customers. 

“Windows Can Be Beautiful” 
takes up curtain and drapery treat- 
ments. It was written by Mrs. Mary 
L. Brandt, decorator and consultant 
on home furnishings. The book is 
printed in colors and has many 
illustrations. 

Customers interested in decorat- 
ing windows will be the market. 
The book takes up basic ideas in 
window decorating, how to handle 
window problems, and there are 
sections on color schemes and ma- 
terials. There is a section on how 
to make curtains and draperies. 
The book carries a price of 50 
cents. 





Sure-Eire 
Sales Builder 
Hor Fall 








Shuford s 
All-Purpose 100% Vinyl 
Weather Stripping 


At the first hint of winter, your customers will rush 
to seal doors and windows tight against cold winds and 
weather. Be prepared to cash in on this get-ready-for- 
winter market at _and order fast-selling, high-profit Shu- 
ford’s “all- -purpose” Weather Stripping NOW! 

“Mr. Fix-Its” everywhere find Shuford’s “all-purpose” 
Weather Stripping perfect for dozens of home sealing 
uses. Made of 100% virgin vinyl, it stays flexible at any 
temperature, in any weather. Won't crack, peel, or rot, 
and it can be painted. Easy to install, too—hammer and 
scissors only tools needed. 

Shuford’s “all-purpose” 100% vinyl Weather Stripping 
comes in eye-catching “Do-It-Yourself” Kits containing 
an 18 ft. continuous strip, tacks, and instructions. Packed 
12 kits—assorted white, brown, and gray—to self-display 
carton. Also 500’ reel put-up 

Stock and display Shuford’s “all-purpose” Weather Strip- 
ping . . . you'll sell plenty before the snow flies! Sell Shu- 
ford’s Casement Weather Stripping and Garage or Outer 
Door Weather Stripping, too . . . ask for information. 











CLOTHES LINES « TWINES 
PRESSURE-SENSITIVE PAPER TAPES 
SASH CORDS ¢ WEATHER STRIPPING 


COTTON & RAYON YARNS « EXTRUDED PLASTICS 





World’s Largest Manufacturer of Cotton Cordage 
Want more facts? Circle 144, p. 63 
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they can 
see it’s 
good 
COFFEE 


re OS 
5 3 


»# 
oD 
meh: 


when it’s brewed in 


CORY’ 


Our vast new line of glass cof- 
fee brewers, gift-packed to re- 
tail from $4.95 to $7.95, are 
profit-designed for your gift 
department. And our Cory com- 
bination Percolator-Beverage 
Server, as illustrated below, is 
an all-time best seller at $6.95. 


Your store profits again and 
again when it becomes a Cory 


PARTS CENTER 


Replacement Glass Filter Rods 
and Bowls are money-makers 
and traffic builders. 


mrite 
jor the 
CORY 


pa rts story ! 


CORY CORPORATION 
3200 W. Peterson Ave., Chicago 45 
O10) o Ole). 1 man COr-lat-cel- Dm ace mm Rel eelalcommelile 





Lotto 





from Hardware Age Readers 


Christmas display 


Dear Editor: 

We are looking for ideas for an 
animated Christmas window dis- 
play which would fit into a window 
6 ft high and 9 ft wide. 

We are not looking for some- 
thing elaborate, but we are hoping 
that you can suggest something 
that we could either build or pur- 
chase. 

We have used animated window 
displays at various times, but we 
are in need of new ideas and are 
hoping that you can help us. 

Sincerely yours, 
G. A. Taflin 
Taflin Brothers 
Fosston, Minn. 


Editor’s note: Coming up with 
something new isn’t always easy. 
However, a number of ideas have 
appeared in our issues over the 
past year and we’re sending you 
tear sheets of these. You'll prob- 
ably get some good ideas from 
these reports. 


An illusive markup 


Dear Editor: 

I was much interested in your 
recent editorial where you spelled 
out some of the damages to invest- 
ment return through the present 
national hardware fad of drop-ship 
buying. 

Such buying practices give the 
illusion of improving mark-up, and 
probably tend to give many dealers 
a feeling of comfort and well be- 
ing. But even a superficial analysis 
of such practices would turn a 
healthy stomach into an ulcerated 
one. 

To give an example: in a spe- 
clalty housewares category with 
which I am intimately acquainted, 
a turnover slowdown from 6 to 5 
times would require better than a 
10 percent extra discount to com- 
pensate for. A more realistic turn- 
over slowdown of from 5 to 4 times 
to 2 or worse under a concentrated 
program of drop-ship buying would 
require a dealer to buy at a dis- 


count which doesn’t exist, if he is 
to maintain an equivalent return 
on dollar invested. Sixty bucks in- 
vested in 40 percent off merchan- 
dise turned 6 times gives a gross 
profit of $240. The same amount 
of retail stock at 40 and 10 off list 
at 5 turns brings a gross of $230. 

There are items and lines where 
factory shipments may make eco- 
nomic sense, but I can think of 
none in the field of housewares, 
which benefits from style and new- 
ness and fresh-appearance almost 
as much as produce in a grocery 
store, and suffers almost as drasti- 
cally as produce from obsolescence. 

Perhaps the hardware man should 
pay some attention to his discount 
house competitor. This fellow is 
making pell-mell arrangements to 
avoid the investment-ruining drop 
ships, while the hardware man 
seems to be wearing himself out 
seeking more capital so he can 
handle more drop shipments and 
thus further impair an already low 
return on investment. 

Certainly there are times when 
drop ships are necessary. But such 
should be undertaken only after 
the most careful analysis if, in- 
deed, the object is to improve capi- 
tal return or maybe even just stay 
in business. 

Frank Beck 
RD Konopack Co. 
New Lenox, II. 


A bargain? 
Dear Editor: 

I have just finished reading the 
editorial entitled, ““‘What Is a Bar- 
gain” in the July 14 issue. 

I think it is a well-written, well- 
conceived piece. I would like very 
much to have permission to repro- 
duce the article with proper credits, 
to send to our sales representa- 
tives. 

Joe Harding 
Proen Products Co. 
Berkeley, Calif. 


Editor’s note: Permission is gladly 
granted. 


Want more facts? Circle 145, p. 63 
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NEW! 


EPOXY-GLUE 


Another first from the new 
LePages. World's strongest 
GLUE—welds anything for life. 
The first Epoxy packaged for 
Steel, Aluminum, Clear and 
White. Ask for profit details on 
the fabulous introductory deal. 


Bob Hope will soon 
be seen in 
“The Facts of Life’’ 
A Panama-Frank 
Production 


FREE DISPENSERS 


Desk or Heavy Duty — the dis- 
penser is free with this money- 
making (for you) money-saving 
(for your customers) new deal! 
All Premium Quality LePage’s 
Cellophane Tape—Good to the 
last inch! 


VALU-PAK 
CELLOPHANE TAPE 


LePage’s premium quality pack- 
aged and merchandised for 
extra self-service sales to long- 
length users. Fits any dispenser. 
Each dozen pre-packed in free 
permanent metal display. 


what's new 
at the new 


EPAGE' 


Yes, everything’s new but the 
name! Even the quality 

has been improved. And so 
have the profit margins! Check 
these new products (and the 
way they are priced, packaged, 
promoted and merchandised ) 


5-ROLL GIFTAPE-KIT 


Yours for the cost of 4 Rolls. 
Pre-priced at 98c for this $1.25 
value. You'll make more and 
sell more this Christmas if you 
order enough, soon enough. 
And that means NOW! 


with your LePage’s man 
(or Rack Jobber). You'll 
love the arithmetic — 
and the turnover. 





PRTG ELE: 





@ NEW PRODUCTS 


Everything’s New but EDAGES ces pantie 


the Name at the New Nognebeates @ NEW PACKAGING 


@® NEW PROMOTIONS 
A subsidiary of THE PAPERCRAFT CORPORATION, Pittsburgh 6, Pa. 
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News of SEWCBRL 


(Continued from page 49) 


arrived demanding membership. 
“Send me some membership cards, 
and I’ll sign up a hundred mem- 
bers,’ one reader demanded. 
Several convention managers said 
they would push the idea at their 
next shows. Ideas for expanding 
the Society came in from many 
readers. We are still getting mail. 
Frankly, we don’t quite know 


what to do about all this. Our orig- 
inal idea was a group with no dues, 
no committees, no by-laws. We had 
not realized that this subject would 
be of such wide interest. 

Here are examples of some of 
the suggestions that have been sent 
in. 

Rex Baxter of Rose, Kimball & 
Baxter sent in a design for a card 
to be used at all convention regis- 
tration desks. 

Charley Leinbach of Supplee- 
Biddle-Steltz and secretary-treas- 
urer of the Eastern Hardware 





OR 
MARDENED THE | 


YOU GET MORE BECAUSE 
YOU GIVE MORE... 





when you sell [Sandvik] 





Hard Point Bow Saw Blades! 


Because of super hardened tooth tips, 


these rugged bow saw blades give 3 to 12 
times more cutting than ordinary blades. 
Since these special Sandvik blades are 
never to be resharpened, this expense and 
inconvenience is eliminated. This, your cus- 
tomer will like. When you offer him a Sand- 
vik Hard Point blade you will have a satisfied 
customer who comes back. This, you like! 
Stock, display and sell Sandvik and you'll 
find that you do get more when you give 
more. Sandvik Hard Point Blades are avail- 
able in 21”, 30”, 36”, 42”, and 48” lengths. 


Sandvik Steet, ine. 


AW & TOOL DIVISION 





CAUTION: 


Sandvik Hard Point 
Blades are covered by 
U.S. patent No. 2,829,- 
684. They may be imi- 
tated in appearance, 
but never matched in 
performance! 











OTHER PRODUCTS 
SANDVIK OFFERS 

Hand Saws « Buck Saws 
Files « Chisels 

Scythes .. . all made 
from the finest Swedish 





1702 Nevins Road, Fair Lawn, New Jersey steel 
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Golf Association, suggested that we 
slap a fine on all members caught 
wearing badges on the wrong side. 

Hal Kelley of Minnesota Mining 
wondered if we might start a chain 
plan for enrolling members. Each 
person signs up three others, etc. 

Bruns Williams of O. Ames 
urged that we give a left-hand 
handshake to everybody who wears 
his badge on the wrong side. 

J. T. Crowder of the Canadian 
Wholesale Hardware Assn. wonders 
if it would be a good idea to depu- 
tize the wives attending a conven- 
tion to check on the proper wearing 
of badges. 

Several other Chilton magazines 
in other fields heard about the So- 
ciety and are planning to start a 
SEWCBRL in their industries. 

A group of hardware distribu- 
tors in Pennsylvania plan to put up 
a large sign at the entrance to its 
joint dealer show. The sign will 
read, ‘““‘We are members of SEW- 
CBRL, are you?” 

In the meantime, our art depart- 
ment has worked up two signs 
based on members’ suggestions, 
suitable for use at convention reg- 
istration desks. Perhaps if we 
were to mail this page to some show 
managers they would be willing to 
use such signs. 

You can see now, why I am em- 
barrassed. This whole idea is get- 
ting much bigger than we had ex- 
pected. We seem to have a tiger 
by the tail. What happens now? If 
you have some ideas, send them to 
Bill Phair, Hardware Age, Chest- 
nut & 56th Sts., Philadelphia 39, 
Pa. If you want to be posted on 
past reports on SEWCBRL, read 
the following: July 14, p. 66 and 
Aug. 11, p. 86. 

In the meantime, let’s keep talk- 
ing about SEWCBRL. 


Among the new members are: 

Paul H. Herr, Herr & Co., Inc., Lancaster, 
Pa. 

M. E. Freeland, Kensington Hardware, Ken- 
sington, Conn. 

C. B. Hausman, Barrett Div., Allied Chemi- 
cal, New York 

George Koehler, district manager, O. Ames 
Co., Raytown, Mo. 

W. E. Smith, Oklahoma Hardware Co., Ok- 
lahoma City, Okla. 

R. L. Baxter, Rose, Kimball & Baxter, Inc., 
Elmira, N. Y. 

C. B. Leinbach, secretary-treasurer, Easters 
Hardware Golf Assn. 

R. E. Dascombe, Dascombe’s Hardware, Knox, 
Pa. 

J. B. Williams, O. Ames Co., Parkersburg, 
W. Va. 

J. S. Torrey, Hardware Age Reader Service 
Manager 














VATIONAL HART WAKE Sho 














7 


More than 1,000 leading manufacturers of hardware, housewares and allied 
items ... lawn, garden and outdoor living products invite you to a spectacular 
“preview to profits’. Plan now to attend the most complete and diversified 
trade show in America. Fill out and mail the coupon now for your 
free badge of admission. 


“NATIONAL HARDWARE SHOW 
Suite 1103, 331 Madison Ave., New York 17, N.Y. 


Please check below if you wish us to make hotel reservations for you. 
(Please Print) 


NAME TITLE 


NATIONAL _ 


+ STREET 


2 
| 
HARDWARE SHOW STATE : 
ad 














TYPE OF BUSINESS 


Executive Offices: 331 Madison Avenue Please check below the classification of your business. 
New York 17, N. Y., MUrray Hill 2-4802 Wholesaler | Retailer _| Dept. & Chain Store Buyer 
Pi e “7 





Importer-Exporter || Mfgrs. Agent | | Manufacturer (| | Other 
__. Please send us your hotel tion blank. 
PLEASE FILL OUT COUPON AND MAIL ; . ra aera 


Minors under 18 oy of oer will not be eompateon under —" circumstances, 
. se Sd a ee oe a aon oe wall 
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NEW SKILSAW . 
7%" POWER SAW 
.. JUST $59.95 RETAIL 


NEW SKILSAW 
BONUS PACK 
.. UP TO 33% PROFIT 


1G ano sapere 


ir ace PorUe ae, 





2 NEW SKIL PROMOTIONS... 


GIGANTIC FALL-CHRISTMAS PROGRAM TO MAKE 


LOW-COST SKILSAW 714” POWER SAW — 
powerful motor, over 1% . p., full 7144” blade 


cuts 2” lumber at 45° even ‘af ter repeated sharp- 
enings. Sawdust ejector system, ball and anti- 
friction bearings. Model 537—$59.95 retail. 


SKILSAW BONUS PACK GIVES UP TO 
33% PROFIT—includes Skilsaw 6%” Model 
536, 714” Model 537 with 2 Free blades ($4.70 
value) plus Free display. Total retail—$114.60, 
your cost $76.94. Order as No. 23200*. 


3 
4 


JIG SAW BLADE OFFER GIVES 64% 
MARKUP—new blades fit all popular saws. 
Offer includes 1 each of 9 different 5-Packs, 2 
Basic Blade Ass’ts., plus Free $3.95 Deluxe 
Ass’t. and Free display. Total retail, $46.55, 
your cost, $28.35. Order No. 22536. 


16 BLADE ASSORTMENT GIVES 68% 
MARKUP~— includes 16 top turnover blades 
plus Free display and Blade Chart. Total retail, 
$50.40, your cost, $30.00. Order No. 22516. 
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NEW JIG SAW 
BLADE OFFER 
... 82% EXTRA PROFIT 





NEW 16-BLADE 
ASSORTMENT 
...10% EXTRA PROFIT 


NEW SNAP/LOCK TOOL 
MASTER PACK 
...25% EXTRA PROFIT 


UP T0 297% EXTRA PROFIT! 


1960 BIGGEST PROFIT YEAR FOR SKIL DEALERS 


SNAP/LOCK MASTER PACK GIVES 78% display unit). Sets up as complete self demon- 
5 MARKUP—buy 4 Snap/Lock tools for the _ strating display (illustrated) or tools can be 


price of 3! Includes 5” Saw, Sander and Jig _individually displayed with colorful clip-on 
Saw, with Free $2.95 wall-holders, plus new 6” card. ‘Total retail, $84.75, your cost, $47.48. 
Grinder and 14” drill power unit (with Free Order No. 23234*. 


*Offer expires December 31, 1960 


LINE Skil Corporation, 5033 Elston Avenue, Chicago 30, lilinois 











Bent 
at 30° 





Permits nail pulling in 
hard-to-reach corners 
and near baseboards. 
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With conventional 


With the Klein-Logan 
chisel end bar, the claw 


double claw bar, the 

end many times cannot *““chisel”’ end can be 

get close enough to pull used to pry nail up 

nails. —— to pull with 30° 
end. 


An improved standard wrecking bar 
with claws at both ends! This new 
Klein-Logan Company exclusive im- 
provement gives you all the prying 
advantages of a chisel end—PLUS 
the use of another claw. It can also 
be used in place of specially de- 
signed wrecking bars which usually 
sell at twice the price. 


Manufactured in the following sizes: 
%x18* %x30 %x24 % x 36 
*This size added by popular demand. 


The 


Kle*a-Logan Co. 


122 South 13th Street « Pittsburgh 3, Pa 


Manufacturers of 
PICKS « MATTOCKS « HOES + BARS 
HAMMERS + SLEDGES - WEDGES 
MINING end RAILROAD TRACK TOOLS 
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Convention Calendar 





conventions 


shows 


conferences 








September 

11 The Sabine Supply Co., Fall 
Show, Orange, Tex. 

11-12 Bigelow & Dowse Co., Fall 
Merchandise Show, Needham 
Heights, Mass. 

13-14 Materials Handling Clinic, The 
Young Rebels of Southern 
Wholesale Hardwore_  Assn.., 
Memphis, Tenn. 

15-17 Joint Industrial Show, Herr & 
Co., Reilly Bros. & Raub and 
Steinman Hardware Co., Lan- 
caster, Pa. 

19 Franklin Hardware & Supply 
Co., Annual Convention and 
Stockholders’ Meeting, Warring- 
ton, Pa. 

20-22 Joint Dealer Show, Herr & Co., 
Reilly Bros. & Raub and Stein- 
man Hardware Co., Lancaster, 
Pa. 

25-28 National Builders’ 
Convention, Chicago. 

26to American Hardware 

Oct. 13 Co., Fall Group 
Pittsburgh. 


Hardware 


Supply 
Meetings, 


October 


9-14 Annual Hardware - Houseware 
Fair of the U. S., New York. 

10-14 National Hardware Show, New 
York, N. Y. 

16-19 Atlantic City Convention of 
American Hardware Manufac- 





Convention Check List 


For complete details about the conventions listed by dates below use 
the alphabetical listing following this quick check list. 





turers’ Assn.—National Whole- 
sale Hardware Assn.—National 
Assn. of Sheet Metal Distribu- 
tors. 

2440 Cotter & Co., Semi-Annual 

Nov. 4 Convention, Fishing Tackle & 
Spring Goods Show, Chicago. 

25-26 M. S. Young & Co., Fall Mar- 
ket, Allentown, Pa. 

30 to Hardware Wholesalers, _inc.., 

Nov. | Annual Convention and Mer- 
chandise Show, Fort Wayne, 
Ind. 


November 


13-15 Mid-America Lawn, Garden & 
Outdoor Living Trade Show, 
Chicago. 


January 

8-10 Hibbard, Spencer, Bartlett & 
Co. Annual Convention of True 
Value, Auburn, Associated & 
Buhl Sons Dealers, Evanston, Ill. 

15-17 Ace Hardwore Corp., Annual 
Convention & Exhibit, Chicago. 

16-20 National Housewares Exhibit, 
Chi-ag0. 

23-25 United Hardware Distributing 
Co., Annual Stockholders’ Meet- 
ing & Merchandise Show, Min- 
neapolis. 

30-31 American Hardware Supply 
Co., Merchandise Fair, Pitts- 
burgh. 








National Events 


Annual Hardware-Houseware Fair of 
the United States, Oct. 9-14, Barbi- 
zon-Plaza Hotel, New York. Al- 
bert Schroder, Barbizon-Plaza Ho- 
tel, 106 Central Park South, New 
York 19, general manager. 


Atlantic City Convention of the 
American Hardware Manufactur- 
ers’ Assn.— National Wholesale 
Hardware Assn. — National Assn. 
of Sheet Metal Distributors, Oct. 
16-19, Atlantic City, N. J. Head- 
quarters Dennis and Shelburne Ho- 
tels. Arthur L. Faubel, AHMA sec- 
retary, 342 Madison Ave., New 
York 17. Thomas A. Fernley, Jr., 
NWHA managing director, 1900 
Arch St., Philadelphia 3. 


National Builders’ Hardware Conven- 
tion, Sept. 25-28, Chicago, Hotel 
Headquarters, meetings, and ex- 
hibitions at Hotel Sherman. Spon- 


sored by National Builders’ Hard- 
ware Assn., William S. Haswell, 
managing director, 515 Madison 
Ave., New York 22, and American 
Society of Architectural Hardware 
Consultants, George P. Merrill, ex- 
exutive secretary-treasurer, 220 “E” 
St., Santa Rosa, Calif. 


National Hardware Show, Oct. 10-14, 
Coliseum, New York City. Spon- 
sored by National Hardware Show, 
Inc., 331 Madison Ave., New York 
17. Frank Yeager, managing direc- 
tor. 


National Housewares Exhibit, Jan. 
16-20, Exposition Hall, Chicago. 
Sponsored by National Housewares 
Mfrs. Assn., 1130 Merchandise 
Mart, Chicago 54; Dolph Zapfel, 
secretary. 


Regional Events 


Ace Hardware Corp., Chicago, An- 
nual Convention and Exhibit, Jan. 





Convention Calendar 





Saal 3 NEW e°°F- maxes? 


15-17, at Conrad Hilton Hotel, Chi- 
cago. 


Tet LINE-O-HEAT. 
American Hardware Supply Co., Fall Bre wy 


Group Meetings, Sept. 26-Oct. 13, World’s Largest-Selling 
and Merchandise Fair, Jan. 30-31, 


TWERMOSTAT ak Tota) Heating Tape 
1961, at company offices, 41 Termi- ; ae § P 
nal Way, Pittsburgh. g 


Bigelow & Dowse Co., Fall Merchan- he r NOW AVAILABLE ON 
dise Show, Sept. 11-12, at company os 


offices, Needham Heights, Mass. : ext \ WIRE RACK R 
Cotter & Co., Semi-Annual Conven- \ \ MERCHANDISE 


tion, Fishi Tackl d Spri 2 

Goods Show, Oct. 24-Nov. 4, ir oni hee YOU MAKE MORE 

pany offices, 2740 Clybourn Ave., b | senevensest 

Chicago. AE BECAUSE YOU SELL MORE! 


Franklin Hardware & Supply Co., An- 


nual Convention and Stockholders’ 1S YOU SELL MORE BECAUSE . ee 
Meeting, Sept. 19, at company CONTEN 
peep 863 Easton Rd., War- Reusable wire rack contains SUPERIOR PRODUCTS... 

n, Pa. 


2 thermostats, 1 8-ft. and 1 COMPETITIVELY PRICED 


12-ft. Automatic Line-O-Heat Speen es 
Hardware Wholesalers, Inc.. Annual and 1 4-ft., 2 6ft., 1 8-ft., Nothing compares wit we” ea 
Convention and Merchandise Show, 1 12-ft., 2 16-ft., 2 20-ft. and to keep pipes, ot £ mae es 
Oct. 0-Nov. 1, at company fics, | ff 1 shit regular LineOrHte, SS Ontario 
‘ uilt up to 
Nelson Rd., Fort Wayne, Ind. TOTAL RETAIL a price . . . yet, because of know- 
Hibbard, Spencer, Bartlett & Co.. An PRICE how, it’s competitively priced! 


nual Convention of True Value, NATIONALLY ADVERTISED 


Auburn, Associated and Buhl Sons 18.95 Line-O-Heat is nationally 

. —_ y 
Dealers, Jan. 8-10, at 2201 Howard YOU MAKE.... S — advertised in Post and 25 
Ave., Evanston, IIl. 4 other publications! 














: ae FREE-REPLACEMENT 
Joint Industrial- Dealer Exposition, 
Sponsored by Herr & Co., Reilly GUARANTEE |. SELLING AIDS 


Bros. & Raub, and Steinman Hard- ae Ry ro, = Window streamer packed 
ware Co., Lancaster, Pa. Industrial replaced free of charge in each carton. Stuffers, 
Show, Sept. 15-17. Dealer Show, when soterned to tip Cartery. mats, etc., available upon 
Sept. 20-22. Both shows held at a aie acer Oi al request. 

Guernsey Sales Pavilion, Lincoln 


Hwy., east of Lancaster, Pa. wren Be eRe e St ee 




















Materials Handling Clinic, Sept. 13- 
14, at Ellis Auditorium, Memphis, 
Tenn. Sponsored by The Young 
Rebels of Southern Wholesale 
Hardware Assn. 


Mid-America Lawn, Garden & Out- ROOF 
door Living Trade Show, Chicago, be 
Nov. 13-15. Navy Pier, Chicago. DE ICER 
Frank Yeager, 331 Madison Ave., KIT page Sa gn=s 
New York 17, managing director. Hn. 





Prevents ice dams which 
cause water to back up under 
shingles and drip into house. Kit 
consists of black Line-O-Heat, hooks, 
nails, instructions. Watts 
United Hardware Distributing Co., Protects 


at 

. . ! H Roof (or) Gutter} 120 
Minneapolis, Annual Stockholders’ o vonath {& Spout] VAC | Price 
Meeting and Merchandise Show, RK10 | 20 ft.| 10ft.| 20 ft.| 120| $ 5.45 


Jan. 23-25, at Minneapolis Audi- RK20 | 40 ft. | 20ft.| 40 ft.| 240| 8.65 
torium. RK40 | 80 ft. |40ft.| 80 ft.| 480] 15.45 


The Sabine Supply Co., Fall Show, 


Sept. 11, at company offices, Orange, 
Tex. 


INSULATION KITS 
IN “YELL-‘N’-SELL” 
MERCHANDISER 


Contains 20 kits, each with 
enough quality material to cover 


23 ft. of 1/-in. pipe. Kit, $0.98. 











M. S. Young & Co., Allentown, Fall ASK YOUR JOBBER, OR WRITE FOR FULL DETAILS 


cultural De, Ailentows Fair. THE SMITH-GATES CORP. © FARMINGTON, CONN. 


grounds, Allentown, Pa. 
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Retail and wholesale business is brisk. Decline 
in production continues. Home building improves 


Business at retail and wholesale 
levels continue at a brisk rate. June 
was the best month this year for 
retail stores. For hardware stores, 
it was the sixth consecutive month 
this year when sales were higher 
than in the previous month and the 
like month a year ago. Consumer 
and wholesale prices experienced 
little change. 

However, industrial production 
continued to decline. While July’s 
total was up from a year ago, pro- 
duction was at the lowest point on 
the Federal Reserve Board index 
since August 1959. 

Personal income showed gains 
over the year ago and previous 


month. Increases in wage and 
salary payments more than offset 
the decline in farm income. 

The construction picture bright- 
ened somewhat in June. The value 
of new construction put-in-place 
during the month was the biggest 
since last October, but still lagged 
behind the year ago month. Resi- 
dential construction followed just 
about the same pattern. 

Credit sales continued to climb 
in June. Total consumer credit out- 
standing at the end of June 
amounted to $53,497 million, up 
from the $52,831 million in May 
and the $47,522 million in June 
1959. 


—» Key business indicators at a glance 


These key business indicators give a quick picture of general busi- 
ness trends. This information is the latest available. Reference num- 
bers in parenthesis after each item tell what is the “latest month.” 
For example: (1) = July; (2) = June. 


® Retail Trade 


LATEST MONTH YEAR 
MONTH AGO AGO 


Hardware store sales (2)........... ($ million) 273 266 262 


Department store sales (2) 


($ million) 1,125 1,076 1,107 


Consumer Mailers 


New Wholesalers’ Aids 


for Dealers’ Use 


Bostwick-Braun issues 
8-page sale circular 


Dealers can pull more traffic with 
this eight-page Fall Sales Specials 
circular prepared by Bostwick- 
Braun Co., wholesaler at Toledo. 

The promotion is a nine-day sales 
event. More than 65 merchandise 
items are featured, including hand 
and power tools, sporting goods 
equipment, housewares, and plumb- 
ing supplies. , 

The circular is printed in four- 
colors and is tabloid size. A coupon 
special on the front cover offers a 
$1 savings on the purchase of a 
caulking gun and two cartridges. 


Allied Hardware mailer 
has 4 coupon bargains 
Allied Hardware Services, Inc., 
Chicago, is making available an 
eight-page, four-color, tabloid size 
mailer for holiday promotion. 


Theme of the mailer is Happy 
Holiday Festival. The 52 merchan- 


All wetell store mules (2)... scccces ($ million) 
ey IS I ok. occ e dwanec wutemen (units) 
Consumer prices, al] items (2)....(47-49=100) 


18,991 
605,582 
126.5 


18,548 
607,191 
126.3 


18,708 
554,878 
124.5 


Wholesale Trade 


Hardware wholesale sales (2) ($ million) 
All wholesale sales (2) ($ billion) 
Wholesale prices, all items (1)....(47-49—100) 








industrial Supplies 


New order index (2) (1948—100) 





General Barometers 


Total personal income (1).......... ($ billion) 407.1 406.1 386.9 
Wages & salaries (1) ($ billion) 274.6 274.0 261.5 
Farm income (1) ($ billion) 12.2 12.5 12.1 
Industrial production (1) .(FRB index-57—100) 103 109 102 
New construction put in place (2)..($ million) 4.878 4,539 5,160 
Residential construction (2) ....... ($ million) 1,910 1,755 2,096 
Consumer credit outstanding (2) ...($ million) 53,497 52,831 47,522 
Electric power output (2) (million kw.-hr) 69,304 67,982 67.390 
Business failures (1) 1,081 1,284 1,220 
Steel ingot output (1) (% of cap’y) 50.3 60.6 41.7 
Steel prices (1)... (composite mill base-¢ per Ib) 6.196 6.196 6.196 


SOURCE OF DATA: U. S. Commerce Dept. except Industrial Supplies and Machinery 
New Order Index by American Supply & Machinery Mfrs. Assn. Business failures by 
Dun & Bradstreet, Inc. Factory car sales by Automobile Mfrs. Assn. Steel ingot produc- 
tion by American Iron & Steel Institute. Steel prices by The Iron Age. 





Don't Miss The 4 





dise items featured in the mailer 
contain all categories of gift items 
including housewares, electric ap- 
pliances, tools, sporting goods, and 
bathroom accessories. 

Also featured in the mailer are 
four coupon specials which offer a 
set of suit hangers, a set of cookie 
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cutters, a weather forecaster, and 
a cigarette lighter, each a $1 value, 
for 67¢ and the coupon. 

Supplementing the mailer is a 
210 piece store and window trim 
kit. It contains window banners, 
over-the-wire pennants, price cards, 
newspaper mats, etc. 


Fall Bargain Days is 
Bingham mailer theme 


Fall Bargain Days is the theme 
of the four-page mailer offered 
dealers by W. Bingham Co., Cleve- 
land wholesaler. 

The mailer is printed in two-col- 
ors and is newspaper size. More 
than 100 merchandise items are 


featured including housewares, 
lawn and garden supplies, sporting 
goods, tools, and plumbing and elec- 
trical equipment. 

Supplementing the mailer is a 
166-piece display kit for window 
and in-store trimming. Space for 
dealer imprint is provided for on 
the front cover. 


Masback fall circular 
is eight-page tabloid 

Approximately 90 household and 
tool items are featured in the fall 
sale circular prepared by Masback 
Hardware Co., New York City 
wholesaler. 

The circular is printed on eight- 
pages and is tabloid size. The 
theme is Spectacular Fall Sale. 

The first three pages of the cir- 





oa ae, ie 
THE NAME THAT SELLS ma. 
IN THE PAC THAT ATTRACTS! 


¢ 
CA 
4 


What a trio for profit... Victor traps in eye- 
catching, self-selling visual display pacs! No. M-P Victor 


| When you handle Victor Traps, you sell more... Vwin-Vae 
{ make more profit because you’ve got the name, the 
package, the quality, and most important...a big NEW! No. M-17 
4 profit margin, to back you up. And with Victor pacs, Victor Easy-Set i 
1 you eliminate “‘one-at-a-time” sales and reduce shrink- Metal Mouse Trap 
age, too. 


Remember, all you have to do is display Victor 
traps in convenient pacs... they sell themselves! “a 
No. M-O Victor 3 


MOUSE TRA 


. = 
4-Pac ya ; i 
7 be a Pal ‘ - 
AEDS: i ree en 
eg ie oe ti tmp} 
- “a igre, § oF 


Order Victor mouse and rat traps 
from your wholesaler. 


ANIMAL TRAP COMPANY OF AMERICA 
LITITZ, PA. « PASCAGOULA, MISS. « BERKELEY, CALIF. « NIAGARA FALLS, CANADA 
Want more facts? Circle 152, p. 63 


NUTS 
SOLTS 
SCREWS 
WASHERS 


Easy on the eye 


TTA || ,SCtractive 
package 
facilitates 
both stocking 
and handling. 
































Write for aad: | OF NEW YORK 


NEW Dla '\ FOR IMMEDIATE DELIVERY 
+58B CATALOG sew aseeouT \ PHONE wo 6.0600 


enrisoms | WIRE NEWARK, N. J., 365 * WRITE 


ATLAS SCREW & SPECIALTY CO. 


450 BROOME STREET - NEW YORK 13, N.Y. 
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meet 
the new 
lightweight 
CHAMP! 


PLASTIC TACKLE BOXES 


ONION 


Light weight with CLASS ... 
that’s the champ! You’ve never 
seen anything quite like the 
new UNION Plastic Tackle 
Boxes. New and DIFFERENT 
design, and made of a remark- 
able new material. Definitely 
NOT “just another plastic tac- 
kle box.” 

Unbreakable . . . unaffected 
by temperature extremes ... 
won't peel or chip... rich 
colors permanently molded in 

. . chemical, oil, grease resist- 
ant... rust proof... weather 
proof ... corrosion proof... 
light weight ... quiet .. . won't 
damage lures. All metal parts 
solid brass. 

The first plastic Tackle Box 
with all these unbeatable fea- 
tures. No wonder it’s the 


JOBBERS! DEALERS! 
Write for Catalog and Prices 
on the complete Union tine. 


INAON | 
te STEEL CHEST CORP. | 
‘7 a Ob Oe) ee Oe 
Want more facts? Circle 154, p. 63 
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New Wholesalers’ Aids 


(Continued ) 





cular feature housewares items, 
while the center spread offers big 
savings on household utility items. 
The remaining three pages feature 
tools and “fix-up time”’ supplies. 

Also available is a display kit 
containing window streamers, price 
cards and tags. 


Val-Test dealers have 
Book of Gifts catalog 


Val-Test dealers will promote 
holiday traffic with the “Book of 
Gifts” catalog offered by 31 non- 


competing wholesalers serviced by 
Meyer Merchandising Service, Chi- 
cago. 

The catalog is printed on 16- 
pages. Eight pages are in full col- 
or, and eight are in monotone. 

Approximately 90 name-brand 
hardware-houseware gift items are 
illustrated in the book. Four cou- 
pon specials are featured. 


Witte Fall circular has 
88¢ hand tool section 


The fall circular from Witte 
Hardware Corp., St. Louis whole- 
saler, has an 88¢ tool sale section 
to pull traffic. 

The theme of the circular is Fall 
Savings Event. 

It is printed on four-pages, in 
two-colors, and is newspaper size. 
Some 70 merchandise items are fea- 
tured. 

Maximum space was allowed each 
item to make all items appear as 
“featured items.”’ 

A point-of-sale kit is also avail- 
able. It contains window stream- 
ers, in-store banners, pennants and 
price cards. 


Three new lines added 
to Cotter's fall book 


Three new lines have been added 
to the V & S Fall Shopper catalog 
prepared by Cotter & Co., dealer- 
owned wholesaler in Chicago. The 
new items include sportsmen’s in- 
sulated underwear, dinnerware, 
and cookware. 

This year’s V & S catalog has 
been reduced in size, from 10% x 
14% in. tabloid, to a 10% x 13 in. 
book. It is printed on 20 pages in 
full color. 

The catalog contains 12 pages on 
housewares and household items. 
Two pages are on hand and pow- 





GEIGER 47 HARDWARE 


921 N. SECOND STREET 
CHILLICOTHE, ILLINOIS 
PHONE BRowning 4-2860 








— 


er tools, and two on lawn and gar- 
den supplies. One page contains 
sporting goods, and one V & §& 
paint and paint sundries. Both the 
front and back cover contain a 
variety of merchandise. Eight spe- 
cial coupons are spread throughout 
the book. 


Supplementing the catalog is a 
point-of-purchase kit. It contains 
streamers, banners, price cards, 
newspaper ad mats, special radio 
copy, and a package of “how-to- 
sell” ideas. 


Ace dealers distribute 
780,000 sale circulars 


More than 780,000 copies of Ace 
Hardware Corp.’s, Chicago whole- 
saler, Economy Days circular were 
distributed during August. 

The tabloid-size circular was 
printed on eight pages in two col- 
ors. More than 130 merchandise 





BIG TICKET 


A $2.65 sale is of course more 
desirable than a 79¢ sale. And 
since Toilaflex does such a fan- 
tastically wonderful job of clear- 
ing clogged toilets, the sale of a 
Toilaflex is as rewarding to the 


buyer as it is to the seller. 


mi) F-\I8> ¢ 
Toilet QUgtt Plunger 


The Plunger They 
Ask for By Name 


By the makers of 
Water Master tank balls. 


Want more facts? Circle 155, p. 63 





How to survive and make 
money in hardware is subject 
of HA's Store Managers’ 
Guide. Gives useful figures 
on store sales, bankruptcy 
rates, etc. Send 25¢ for a 
copy to Reader Service Dept. 


Start a profitable Rental Busi- 
ness. 12 p. reprint tells what 
to rent, how to set charges, 
customer agreements, book- 
keeping forms, and other 
information. Send 25¢ to 
Reader Service Dept. for 
your copy. 


HARDWARE AGE 


Chestnut & 56th Sts., Philadelphia 39 


New Wholesalers’ Aids 














(Continued) 


Naa hia 


ECONOMY DAYS 


Ly i | mal ¥ 


items were featured including 
housewares, plumbing supplies, 
lawn and garden equipment, sport- 
ing goods and paint. Four coupon 
specials were offered to build 
traffic. 

A complete kit of display mate- 
rial including banners for window 
and store use, and price cards for 
every item, was included with the 
circular. 


Drop shipments, good 
or bad for business? 


Few subjects are as controver- 
sial as drop shipments in the hard- 
ware market today. Accordingly, 
HARDWARE AGE is surveying the 
impact and depth of drop ship- 
ments with a questionnaire on page 
53 of this issue. 

Your experience and opinions 
concerning drop shipments are 
valuable. Your answers to the HA 
questionnaire will contribute to a 
fuller appraisal and understanding 
of this important subject. 


June paint shipments 

up 3% from year ago 
Factory shipments of paint, lac- 

quer and varnish totaled $181.8 

million in June, 3 percent higher 

than in June last year, and 5 per- 





Stock the one 
all purpose 
water — 


1) 


ly A 


h 


' an 
Mt 
{| 








Proved by home owners 
— contractors 


widely advertised 


MOISTURE PROOF WALLS, 
CEILINGS, FOUNDATIONS 


Wood + Tile + Stucco + Masonry 
Concrete « Shingles « Painted 
and unpainted surfaces 
Prevents dry rot, efflorescence, 
water stains - Retards dampness 
in basements + Lasts five years 


OUTDOOR USES 


Keeps moisture out of camping equip- 
ment, awnings, convertible tops, garden 
furniture, pads, planter boxes, boots, 
shoes, any porous material 


Easy to apply by brush, spray or roller. 
Deep penetrating. Colorless. 


Excellent concrete curing and sealing 
agent. Proved bond breaker for pre-cast, 
tilt up and lift slab construction. 


Order from your wholesaler or Thomp- 
son distributor. Ask about free perma- 

nent display fixture to speed up sales, 
save inventory. 


Write for complete information and name of 
distributor nearest you. eons 


J 
MANUFACTURERS OF FINE PROTECTIVE 


CHEMICALS SINCE 1929 
E. A. Thompson Co., Inc., Merchandise Mari. 


San Francisco 3, California 


San Francisco * Los Saaies * San Diego * 
Portland * Chicago * Seattle * Denver * Dallas 
Houston * St. Louis * St. Paul * Detroit * 
Philadelphia * New York City * Memphis « 
Cleveland * Factory: King City, California 
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Cow-0-Mat 


MOST BEAUTIFUL 
CAN OPENER 
MADE 


Cutting wheel and 
magnet remove for 


PORTABLE 


Tanes “es 
z iE: 


CAN 


RIVAL MANUFACTURING CO 
Kansas City 29. Missour: 


td A ¢ 


| na 


’ 
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One of the Fastest : 
Moving Items in — 
Self-Service Selling: 


SAF-GARDS: 


ELECTRICAL OUTLET PROTECTORS 


RETAILS 2 g¢ 
Protects 


Children ee Ol 
from 
Electrical —~®xaX\ ae : 


Shocks 
end 
Burns 


SAF-GARDS' 


* SEEPS CHLLOREN Feow IMSE 
aT 
WISTS. TOYS mig etecren our eens’ 
MPROFES THE APPEARANCE oF ONUSED GuriCts 


PACKED 12 BLISTER CARDS 
TO CARTON . . ORDER TODAY! 


TILLINGHAST PRODUCTS CO. 
BURLINGTON, NEW JERSEY 


Want more facts? Circle 158, p. 63 
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cent more than in May this year, 
reports the Commerce Dept. 

Paint sold to hardware and other 
retail outlets totaled $109.6 million 
in June as compared with $106.5 
million in June a year ago, and 
$105.7 million in May. 


July industrial sales 
dip 15% from year ago 

July sales of industrial supply 
wholesalers dropped 15.6 percent 
from July, 1959, and 14.5 percent 
from June, according to the Na- 
tional Industrial Distributors’ 
Assn. 

For the first seven months this 
year, sales were .3 percent below 
the like period a year ago. 

Inventories at the end of July 
were down 2.6 percent from the 
like month in 1959. Accounts re- 
ceivable as of July 31 were down 
5 percent from the same date a 
year ago. 


Gambie-Skogmo releases 
biggest winter catalog 


The 1960-61 Fall and Winter mail 
order catalog recently released by 
Gamble-Skogmo Inc., Minneapolis 
wholesaler, contains 244 pages. It 
is the largest of 13 issues published 
since the catalog’s inception six 
years ago. 

There are 4000 items, including 
soft goods and furniture, in this 
issue. There are 1000 more items 
than the previous issue. More than 
150 pages are devoted to hardlines, 
with special emphasis on Christ- 
mas goods and major appliances. 


What's your opinion 
of drop shipments? 


Are drop shipments growing? 
Are they, in your opinion, good or 
bad for dealers? How big a factor 
have they become in your busi- 
ness? 

The subject of drop shipments is 
one of the more controversial is- 
sues in the hardware trade right 
now. In an effort to pin down this 
subject, HARDWARE AGE solicits 
your answers to a brief question- 
naire on page 53 of this issue. 
Your experience and opinions are 
needed for an appraisal of this sub- 
ject. 


industrial supplies, 
machinery orders rise 
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E Industrial Supplies & Machinery 
|_| New Order Index—July 1948-100 


Seasonally Adjusted 
Source: American Supply & Machinery Mfrs.’ Assn. 
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New orders for industrial sup- 
plies and machinery rose for the 
second straight month in June, ac- 
cording to the American Supply & 
Machinery Manufacturers’ Assn. 

The new order index in June was 
at 197 (July 1948100). This was 
a one-point or .56 percent gain from 
the May level. 

The index had been dropping 
slightly, but steadily, from the 221 
high set in January 1957, and 
matched in March 1959. In April, 
the index hit the lowest mark in 
15 months after ranging between 
202 and 198 since last November. 


Manufacturers expand, 
move to new facilities 


Grant Pulley & Hardware Corp., 
has announced the expansion of its 
West Nyack, N. Y., plant with the 
addition of a 22,500 sq ft wing. 


Justus Roe & Sons, Inc. moved 
to their new 35,000 sq ft plant in 
Patchogue, N. Y. The plant is de- 
voted exclusively to the manufac- 
ture of steel tape measures. 


Moto- Mower, Inc., Richmond, 
Ind., is consolidating all manufac- 
turing activities in a single plant 
city. Buch line is being trans- 
ferred from Elizabethtown, Pa., to 
two Richmond plants. Buch now is 
operating as a division of Moto- 
Mower, and products will be mar- 
keted to distributors under the 
Moto-Mower trademark. 


North & Judd Mfg. Co., has an- 
nounced the opening of two new 
offices in West Palm Beach, Fla., 
and Pittsburgh, Pa., and the re- 
location of the Buffalo, N. Y. office 
to Rochester, N. Y. 





ACT NOW! MAKE 


Get an extra 10% discount over and above the 
regular 40% discount on your order™ of... 


~WELDWOOD FIRZITE WELDWOOD SATINLAC LIGHTENER 


(White & Clear) preserves the light, 


natural tone of all woods 
Ala toDhdelustol OEM ol-lal-tigelital: Mardis 


sealer and undercoater WELDWOOD SATINLAC 


non-yellowing, self-sealing wood finish 





-¥ RR 





5 Coe 
FIRZITE 


“t ‘ts a = 
4p wr 
“NATURAL WOOD " 


Stock up. The demand is building. Your customers are Don’t wait—order now, while this tremendous 


being pre-sold on these quality products with eye- extra-profit offer is in effect. 
catching, persuasive, frequent advertising in 


LIFE Better Homes ORDER FORM 


and Gardens United States Plywood, Dept. HA 9-8-60, 55 West 44th St., N. Y. 36, N. Y. 


THE AMERICAN POPULAR 
HOME MECHANICS 


POPULAR 
SCIENCE a 


ra 10% discount applies to 12-gallon—or more—orders of any combinction of 
se 3 products. Offs + good Only on orders received during September, 1960. 
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| wont to take advantage tye ur September extra-pr offer (special 10% d 
plus regular 40% discount). Please enter my orde (12 phn et or more) for: 


PINTS QUARTS GALLONS 














Weldwood Clear Firzit 











Weldwood White Firzite 
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Weldwood Satinlac Lightener 
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WELDWOOD 


WOOD FINISHES 
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Seal Rite 


ONE RELIABLE SOURCE 
FOR ALL YOUR 
CAULKING NEEDS 


QUALITY 

CAULKING, 

GLAZING & MARINE 
COMPOUNDS 

















agen Stic WARINE SENDA DOMAPCUND 





Write for special deal sheet — n / 
and illustrated catalog. . 


RITE 


e 
eal in CAULKING CO., INC. 


BROOKLYN. NY 
119 No. llth $7 


HIGHLAND PARK; MICH 
369 MIDLAND AVE 


. LOS ANGELES, CAL 
6001 So. GRAMERCY PL 
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JOHN J. GILLIS, chair- 
man of the board of John 
J. Gillis, Inc., Boston, 
Mass., began his career in 
hardware in 1909, as a 
salesman of fence wire 
products for Spencer Wire 
Co. and Wright Wire Co. 
In 1914, Mr. Gillis trans- 
ferred to the fence depart- 
ment of American Steel & 
Wire Co., and in 1940 was 
named sales manager of 
American’s Worcester of- 
fice. In 1946 Mr. Gillis resigned to form his own 
company as manufacturers’ representative. In 
1956 the company was incorporated as John J. 
Gillis, Inc. Mr. Gillis is a past president of New 
England Hardware Associates; a charter member 
of The Nutmeggers, Inc., Yankee Hardwaremen, 
and Eastern Hardware Golf Assn. He is an asso- 
ciate member of American Hardware Mfrs. Assn., 
New England Iron & Hardware Assn., and New 
England Iron League. Mr. Gillis received the 
Fourth Degree in the Knights of Columbus. His 
hobbies are golf, boating, fishing and photography. 





A good pair of team-mates to dis- 
play and sell together. Each has great 
eye-appeal and is beautifully pack- 
aged — together they cover most 
fishing needs, are easy to sell. Long 
life and sturdy performance are built 
in by AIREX, America’s oldest 
maker of Spinning Tackle. 


IMPALA — easy to sell, easy to use. 
Has all of the features of the high 
priced models but priced for volume 
sales. All metal, beautiful Epoxolite 
finish. List $12.95. 





LARCHMONT — exclusive quadrant 
Brake, 2 different size spools to hold 
200 yds. of 6 lb. test line or 200 yds. 
of 10 Ib. test line. Handsome gold 
Epoxolite finish. 


List (with 2 spools) $32.50. 


Unconditionally Guaranteed by 


>» AIREX 


Division of The Lionel Corporation 
1S East 26th Street, New York 10, N. Y. 
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We’re Looking for Jobbers! 


Sensation’s new “Contrail’’ Snow-Blo ... the only snow-removal 
machine made with the ingenious swinging rotor mechanism, right, 
left or straight ahead snow klow positions . . . is now available for 
nationwide distribution. What's in it for you? Plenty! Because 
Sensation’s new Snow-Blo is a vastly superior machine . . . offers so 


much more! Write for specification sheets and complete informa- 
tion today. 


Sensation's ‘‘Contrail’’ Snow-Blo has been 
under development for the past several 
years, studied and tested by competent con- 
sulting engineers. Sturdily constructed for 


years of service .. . blows the snow 30 or 
more feet. 


Removes snow under almost every combina- 
tion of temperature, moisture or static 
electricity. Heavy skid plate under blower. 
Wheels are sharp edge steel disks engi- 
neered expressly for the Snow-Blo. Cut 
through snow and ice... roll much easier 
than rubber-tired wheels. 
Jobbers—you can make money 
with this if you act now! 


SENSATION MOWER, INC., RALSTON, NEBRASKA 
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News About Dealers: Old English Design 
Planned For 124-Year Old Hardware Store 





St. Augustine, Fla.—C. H. 
HAMBLEM, INC. at 4 Artil- 
lery Lane is about to be re- 
modeled by its new owners, 
Fred and Billy Green. Ham- 
blem’s store, established in 
1836, is in a historical sec- 
tion of Saint Augustine, the 
oldest city in the nation. 


The Greens plan to remodel 
their store to conform with 
the architecture of its neigh- 
borhood—Old English. But, 
the stock and methods of do- 
ing business will be right up 
to date. Former owner, 
George U. Meserve, who suc- 

(Continued on page 103) 





Wholesaler Writes Out 
Policy on Imports 


A firm stand on the sub- 
stitution of foreign - made 
articles for American-made 
has been taken by Wimberly 
& Thomas Hardware Co., 
Birmingham wholesaler. 

The following notice, with 
the headline “Important,” is 
attached to all Wimberly & 
Thomas orders to suppliers: 

“We will not accept sub- 
stitution of foreign made 
goods for merchandise man- 
ufactured in the United 
States of America. All mer- 
chandise of foreign manu- 
facture shipped to us with- 
out our prior written ap- 

(Continued on page 104) 


Paul R. Bewie Promoted 
By Sherwin-Williams 


Sherwin - Williams Co., 
Cleveland, has appointed 
Paul R. Bewie national 
dealer sales manager. He has 
been western regional direc- 
tor in Chicago since 1952. 

Mr. Bewie came to Sher- 
win-Williams in 1927 as a 
member of the accounting de- 
partment. He served in a 
number of administrative 
and sales posts and was as- 
sistant to the vice-president 
before going to Chicago. 

The successor to Mr. Bewie 
in the Chicago post is David 
W. Drummond who has been 
southwestern regional direc- 
tor in Kansas City. Mr. 
Drummond has been with the 


firm since 1939 and was na- 
tional dealer sales manager 
before moving to the south- 
west. 

Sherwin-Williams has ap- 
pointed Harold S. Cropper, 
formerly Memphis area man- 


PAUL R. BEWIE 


ager, to replace Mr. Drum- 
mond in Kansas City. Mr. 
Cropper joined the company 
as a clerk in 1935, managed 
the Bristol, Va., branch, and 
was branch operating super- 
visor in Atlanta before mov- 
ing to Memphis in 1957. 


Lock, Safe Men Meet 


Edwin Toepfer of Milwau- 
kee was elected president of 
the Associated Locksmiths of 
America, Inc., during its bi- 
annual convention and ex- 
hibit in Washington, D. C. 
Ernest Johannesen, Balti- 
more, who has been president 
since the group was founded 
in 1956, was elected chair- 
man of the newly created 
board of trustees. 
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GEORGE W. BAUGHER 


Jackson Names Baugher 
Sales Vice-President 


George W. Baugher has 
been elected vice-president 
of sales for Jackson Mfg. 
Co., Harrisburg, Pa. 

Mr. Baugher joined the 
wheelbarrow firm in 1955 as 
assistant to the president. 
Before that he held sales 
and management capacities 
in publishing and insurance 
firms. 


Drop Shipments, Good 
Or Bad For Business? 


Few subjects are as con- 
troversial as drop shipments 
in the hardware market to- 
day. Accordingly, HARDWARE 
AGE is surveying the impact 
and depth of drop shipments 


with a questionnaire on page 
53 of this issue. 

Your experience and opin- 
ions concerning drop ship- 
ments are valuable. Your an- 
swers to the HA question- 
naire will contribute to a 
fuller appraisal and under- 
standing of this important 
subject. 


Atlas Tool Purchases 
Heineke Reel Mowers 


Atlas Tool & Mfg. Co., St. 
Louis, has purchased the reel 
mower manufacturing equip- 
ment of Heineke & Co., 
Springfield, Il]. All engineer- 
ing design and tooling for 
the reel mowers are included 
in the purchase. 

Heineke has been manu- 
facturing the reel mowers 
under the Excello trade name. 
These mowers will be made 
by Atlas under the trade 
name of Atlas-Aire. 


Gene Smith Wins Trip 


W. E. Smith, president of 
Oklahoma Hardware Co., 
Oklahoma City, is a winner 
in the General Electric Port- 
able Appliance Div. contest 
for wholesalers. The prize 
is a one week trip to Paris 
for he and Mrs. Smith be- 
ginning Sept. 20. 





30 Complete Training Course Conducted by 
Builders Hardware Club of So. California 


Educational courses for 
members is an _ important 
part of the activities of the 
Builders Hardware Club of 
Southern California. 

The club’s spring training 
program this year had an 
average attendance of 50. 
Thirty persons completed the 
course, and were awarded 
certificates (see p. 107). 

The club along with the 
Southwest chapter of the 
American Society of Archi- 


tectural Hardware Consult- 
ants awards each year two 
scholarships to the Architec- 
tural Hardware Institute at 
Ohio State University, Co- 
lumbus. 

The scholarships this year 
were awarded to George 
Lawson and Richard Hay. 
Awards were made by Ed- 
ward B. Veihmeyer, ASAHC 
president, and Daniel E. 
Hay, president of the South- 
west chapter of ASAHC. 





it’s NEWS 


TRADE kk kK kk * 


AGE while 


THE 


SEPTEMBER &, 1960 








MURRAY J. FRANKLIN 


Motor Wheel Names 
Murray J. Franklin 


Motor Wheel Corp., Lans- 
ing, Mich., has appointed 
Murray J. Franklin general 
sales manager of its con- 
sumer products division. He 
succeeds L. C. Vandertill 
who has moved on to other 
responsibilities. 

Mr. Franklin will be re- 
sponsible for sales of the 
firm’s mobile home and small 
heating appliances, power 
lawn mowers and snow mov- 
ing equipment. 

Mr. Franklin has been a 
marketing consultant serving 
Motor Wheel and other firms. 
Before that he was with 
King-Seeley Corp. and Ford 
Motor Co. 


Lamson & Sessions 
Promotes Patterson 


Robert J. Patterson, Jr. 
has been named distributor 
sales manager for Lamson 
& Sessions Co., Cleveland. 
He replaces Ray Burns who 
has gone into publishing. 

Mr. Patterson’s new post 
includes responsibility for 
automotive replacement 
sales. 

Mr. Patterson, who joined 
Lamson in 1950, was central 
district sales manager. He 
is succeeded in that post by 
John McDonald, with Lam- 
son since 1947. 


H. F. Horton Promoted 
By American-Lincoln 


H. F. Horton, former gen- 
eral sales manager of Amer- 
ican Floor Machine Co., has 
moved up to the parent 
American-Lincoln Corp., To- 
ledo, as assistant vice-presi- 
dent of marketing. 

Mr. Horton has had more 
than 22 years of sales experi- 
ence with the American- 
Lincoln organization. He is 
currently serving as first 
vice-president of the Floor 
& Vacuum Machinery Mfrs. 
Assn. 





Paxton & Gallagher 
is Being Liquidated 


Paxton & Gallagher Hard- 
ware, Omaha wholesaler, is 


The warehouse 
being sold to its 


liquidating. 
stock is 
dealers. 

The entire Paxton & Gal- 
lagher operation was pur- 
chased late in 1958 by Gil- 
bert and W. Clarke Swan- 
son. The brothers had sold 
their Swanson frozen food 
business to Campbell Soup 
and wanted to re-enter the 
food market. 

The wholesale hardware 
business of Paxton & Gal- 
lagher was continued. How- 
ever, the return on the in- 


vestment was not enough to 
interest the owners in con- 
tinuing the business. 

The liquidation has been 
orderly. About 98 percent 
of the salesmen and older 
employees have been aided 
in getting other work, and 
have been given severance 
pay and other benefits. A 
date to end the liquidation 
program has not been set, 
but it probably will be 
around Oct. 15. Warehouse 
inventory remaining at that 
time may be sold to other 
wholesalers. Meanwhile, dis- 
tribution of bicycles and some 
automotive lines will be con- 
tinued until the end of the 
year. 


Wholesale Executives to Meet in Memphis 
Next Week For Materials Handling Clinic 


Memphis will be the hard- 
ware warehouse capital next 
week. 

Executives from hardware 
wholesale firms will be gath- 
ered there. They will be 
watching demonstrations, 
solving practical problems of 
warehouse operation. Also, 
they will be inspecting whole- 
sale warehouses in Memphis. 

This will be at the Mate- 
rials Handling Clinic, spon- 
sored by the Young Rebels, 
an organization of young ex- 
ecutives in member firms of 
the Southern Wholesale 
Hardware Association. 

The Clinic will be held 
Sept. 13 and 14 in Ellis 
Auditorium. The program 
includes functions at the 
Claridge Hotel, and at ware- 
houses of Orgill Bros. Co. 
and Stratton-Warren Hard- 
ware Co. 

Early arrivals can inspect 
the two warehouses on Sept. 
12, from 2 to 4 p.m. At 7 
p-m. there will be a recep- 
tion at the Claridge Hotel. 


WILLIAM A. PARKER, JR. 
Colonel of The Young Rebels 


On the first day, Sept. 13, 
there will be a session at 
Ellis Auditorium at 9 a.m. 
and 1 p.m. Dinner will be at 
6 p.m. at the hotel, and 
equipment on display at the 
auditorium from 7 to 10 p.m. 

On the second day, Sept. 
14, the session will begin at 
8:30 a.m. Warehouse tours 
begin at 1:30 p.m. 

Luncheon will be served at 
noon at the auditorium. 





Dates Announced For 
Wholesalers’ Shows 


Hibbard, Spencer, 
Bartlett & Co., Annual 
Convention of True 
Value, Auburn, Asso- 
ciated and Buhl Sons 
Dealers, Jan. 8-10, at 
2201 Howard Ave., 
Evanston, III. 


United Hardware 
Distributing Co., Min- 
neapolis, Annual Stock- 
holders’ Meeting and 
Merchandise Show, 
Jan. 23-25, at Minne- 
apolis Auditorium. 


Dates of other wholesalers’ 
shows and conventions an- 
nounced previously are 
shown in the Convention 
Calendar on page 90. 











Thomas Green Joins 
M & D Store Fixtures 


Thomas S. Green has been 
appointed assistant to the 
vice-president of sales at 
M & D Store Fixtures, Inc., 
City of Industry, Calif. 

Mr. Green has been with 
Johnson & Johnson and In- 
ternational Business Ma- 
chines. In his new post, he 
will handle sales analysis, 
sales control, market re- 
search and advertising. 


Barrese Joins Weller 


Joseph J. Barrese has 
joined Weller Electric Corp., 
Easton, Pa., as industrial 
sales manager. He was sales 
manager of Mannesmann- 
Easton Plastic Products Co., 
Inc., Easton. 
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DO YOU KNOW? 


Great Neck has introduced the following 
new items — new packaging during the past 
12 months for added sales. . . increased profits. 


NC11 


#87 ALL-PURPOSE KEYHOLE NAIL CLAW 


SAW (one on a card) 
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PEERLESS 
PUTTYKNIFE 
AND WALL 
SCRAPER ICE CHOPPER 
AND SIDEWALK 
SCRAPER 
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DRIVER 
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vanadium 
unbreakable 
handles) 
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COPING SAW FRAME 


PEERLESS 
SCREW 
DRIVERS 





EE os 0 SS I 
Catal Neck 

















CARDED COPING 
SAW FRAME 


See us at the HARDWARE SHOW. N. Y. COLOSSEUM 
— BOOTHS 168-169 
GREAT NECK TOOLS ARE NATIONALLY ADVERTISED 


GREAT NECK 


SAW MANUFACTURERS, INC 


WV meet Te 
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News of the Trade 
brief reports of 


MANUFACTURERS SALESMEN 


@ Borden Chemical Co., Div. of Borden Co., New York— 
Three district managers have been named for the com- 
pany’s western operations dept. Francis W. Linehan from 
sales manager, to Washington and Canada; John W. Run- 
kel from plywood sales manager to Oregon, southern Idaho 
and Wyoming; Benjamin B. Butler from research and 
development section to California. 





@ Faultless Caster Corp., Evansville, Ind.—Three repre- 
sentatives have been changed: J. W. Allen from the West 
Coast to Cleveland; D. Jack Reeves from Evansville, Ind., 
to the West Coast; Robert J. Brainard from Evansville to 
the newly created Pittsburgh territory covering Pennsy]l- 
vania, southeastern Ohio and West Virginia. 


® DeWalt, Inc., Lancaster, Pa.—Two district sales mana- 
gers have been named. Frederick B. Smith from Pittsburgh 
to northern New Jersey with headquarters at Newark; 
Marlin S. Miller from salesman-demonstrator to western 
Pennsylvania and eastern Ohio out of Pittsburgh. 


@ General Electric Co., Cleveland—Richard R. Marvin 
from Columbus, Ohio, to manager of the Niagara sales 
district for the large lamp dept. Mr. Marvin will have his 
headquarters in Buffalo, N. Y. He succeeds A. C. Kirchartz 
who transferred to Providence. 


@ Weller Electric Corp., Easton, Pa.—Clifford C. Yelton, 
formerly with Star Expansion Industries, Mountainville, 


N. Y., to southern regional sales manager with headquar- 
ters in Atlanta. 


@ Wood Shovel & Tool Co., Piqua, Ohio—Wayne R. 
Havens to cover Texas, Oklahoma, Arkansas and northern 
Louisiana with headquarters in Fort Worth, Tex. 


@ Pecora, Inc., Philadelphia—Albert R. Splet, with Na- 
tional Lead for the past 25 years, regional sales manager 
for the midwest. 


@ Clark Bros. Bolt Co., Milldale, Conn.—Edward A. Law- 
son from the home office sales department to New York 
state. 





in the venture. 





What's Your Opinion 
Of Drop Shipments? 


Are drop shipments grow- 
ing? Are they, in your opin- 
ion, good or bad for dealers? 
How big a factor have they 
become in your business? 

The subject of drop ship- 
ments is one of the more 
controverisal issues in the 
hardware trade right now. 
In an effort to pin down this 
subject, HARDWARE AGE so- 
licits your answers to a 
brief questionnaire on page 
53 of this issue. Your ex- 
perience and opinions are 
needed for an appraisal of 
this subject. 


Lawn Research Center 


Moto-Mower, Inc., Rich- 
mond, Ind., has established a 
15-acre lawn research center 
at Milford, Mich. Agricul- 
tural and horticultural ex- 
perts from Michigan State 
University are co-operating 


Three acres 
of the ground will be devoted 
to a weed and grass museum 
and the remainder will be a 
mower proving ground. 


Landers Names Mozneck 


U. Sykes Mozneck, former- 
ly sales promotion director 
for Casco Products Co., 
Bridgeport, Conn., has been 
named director of advertis- 
ing and product promotion 
for Landers, Frary & Clark, 
New Britain, Conn. 


Wright of Clinton 


Walden F. Wright has 
been promoted to assistant 
manager of the engine divi- 
sion of Clinton Engines 
Corp., Maquoketa, Iowa. He 
is assistant to Bernard A. 
Noonan, vice-president of 
sales. Mr. Wright joined 
Clinton’s sales department 
in 1952. 








Sales Force Regrouped 
At Thomas Industries 


The lighting fixture sales 
force has been reorganized at 
Thomas Industries Inc., Lou- 
isville. The move integrates 
merchandising and sales en- 
gineering services for resi- 
dential, commercial and in- 
dustrial lighting fixtures. 

There are two groups in 
the new set up. One group 
will sell all lighting fixture 
items, and the other group 
will provide technical infor- 
mation and assistance to con- 
tractors and so on. 

The only separation of re- 
sponsibility on product lines 
is at the top managerial 
level. Al Lea has been named 
manager of residential light- 
ing sales and Michael N. 
Flynn is manager of com- 
mercial-industrial fixtures. 


John Rudge Promoted 
By Carlion Products 


John I. Rudge has been 
elected to the newly created 
post of executive vice-presi- 
dent of marketing at Carlon 
Products Corp., Aurora, Ohio. 
He was vice-president in 
charge of Carlon’s southeast- 
ern district at Asheville, 
N. C. 

Mr. Rudge joined Carlon 
in 1948 and pioneered in plas- 
tic pipe sales for commercial 
and industrial uses. He took 
over the southeastern dis- 
trict in 1958. 


Pretty Products Names 
Two to Sales Posts 


Pretty Products, Inc., 
Coshocton, Ohio, has named 
two executives to sales 
posts. 

Byron E. Baker, with the 
sales department for the 
past three years, has been 


News of the Trade 





appointed assistant sales 
manager of the sundries 
division. 

Richard C. Wood, former- 
ly with Buick Div. General 
Motors, is now assistant 
sales manager of the house- 
wares division. 


Thermoid Names Robers 
General Sales Manager 


Gene P. Robers has been 
named general sales manager 
of the Thermoid Div. of 
H. K. Porter Co., Inc., Pitts- 
burgh. 

Mr. Robers, formerly vice- 
president of Carter Carbu- 
retor Div., ACF Industries, 
has had 20 years of experi- 
ence in automotive and in- 
dustrial sales fields. 


Wear-Ever Appoints 


Wear-Ever Aluminum, 
Inc., New Kensington, Pa., 
has named W. P. Benghauser 
general merchandising man- 
ager. Mr. Benghauser join- 
ed the firm in 1945 and has 
been advertising manager 
since 1956. 


News About Dealers: 





(Continued from page 100) 
ceeded his father in the bus- 


iness, operated it since 1947. | 
Edward Rhinehart continues — 
as store manager and Lil- | 
remains as | 


lian Perpall 
bookkeeper and cashier for 
the Greens. 


Bradenton, 
HARDWARE store was opened 


Sept. 1 in the Cortez Plaza. | 
This is the third store in a | 
chain, that started with | 
stores in shopping centers in | 


Winter Haven and Lakeland, 
Florida (see HA, 
1958, p. 125). 





news in brief of 


MANUFACTURERS AGENTS 


@ Waring Products Corp., Winsted, Conn.—Southern and 
central New Jersey, eastern Pennsylvania, Delaware, Mary- 


land, District of Columbia and Virginia to Gayle & Dee | 


Co., Medford, N. J. Mr. Dee had been Waring’s district 
manager in the five state area and Mr. Gayle was eastern 


field sales manager. 


@ Bailey-Griffith Co., Oakland, Calif—This agency has 


been formed through the merger of William Howard Co. of 
Oakland and the Bailey Griffith Co. of San Mateo, Calif. 


@ Sunset Fishing Lines, Petaluma, Calif—New England 
and Middle Atlantic states to Sheehan & Stark Associates, 
Park Ridge, N. J.. for all Sunset lines. 





Florida — ACE | 


Nov. 6, | 








What IS PENTA? 


Penta is a chemical that 
locks to wood fibers to 
permanently kill decay pro- 
ducing bacteria or fungus. 
Makes wood termite and rot 
resistant. 


DOES 

ALL 3 
FOR LESS 
MONEY 








PENIARR 


primes & seals & preserves 





Clear Pentaprime primes and seals raw wood—and 
protects against rot and termites at the same time. 
Yet Pentaprime costs less than many ordinary 
primer-sealers. Saves the cost of buying two different 
products, saves the cost of applying two different 
products. Pentaprime prevents wild grain, equalizes 
porosity to give uniform surface and even take of 
following stain or paint. Pentaprime seals deep, 
prevents swelling or warping. In pts., qts., gals., 
5-gals., 54-gal. drums. 


From the PENTA people: 


Pentaprime 

Penta Concentrate 
Redwoodizer Bloxrot-O 
White Pentaprime Bloxrot-C 


NOTICE: A few choice territories still available for Manu- 
facturer’s Representatives and Jobbers. Please write to: 


De Mert & Dougherty, inc. - 5000 W. 41st St. - Chicago 
Want more facts? Circle 164, p. 63 
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Ernest Teich Retires 
From P. & F Corbin 
Ernest L. Teich has re- 


tired after 66 years at P. & 
F. Corbin Div., American 


Hardware Corp., New Bri- 
tain, Conn. 

Mr. Teich joined Corbin in 
1894 as a 17-year old ap- 


eRe 


ERNEST L. TEICH 


prentice. He later rose from 
patternmaker to chief engi- 
neer. In 1949 he became 
head design consultant. 

More than 50 patents are 
credited to Mr. Teich. He 
was chief designer of Cor- 
bin’s large and small Unit 
Locks, the 8500 series mor- 
tise locks, and two and three 
point locks for class A fire 
door openings. 


LePage's Friedmann 
Retires After 42 Yrs. 


L. E. Friedmann, district 
manager for LePage’s, Inc., 
Metuchen, N. J., has retired 
after 42 years ‘on the road’ 
for the firm. He covered the 
same territory for those 
years with headquarters in 
St. Paul, Minn. 

Mr. Friedmann will con- 
tinue to handle a few lines 
in his old territory with his 
home, at 560 S. Brimhall, 
St. Paul. as headquarters. 


Note: LePage’s is now 
LePage’s Div., Papercraft 
Corp., Pittsburgh, Pa. 


Marketing Reorganized 
At Hamilton Cosco 


All activities related to 
selling and advertising will 
be handled within product 
group categories under the 
reorganized marketing func- 
tions at Hamilton Cosco, 
Inc., Columbus, Ind. In ad- 
dition, top executives have 
been given new responsibil- 
ities. 

Thomas R. Henderson, 
vice-president of sales, has 


been appointed vice-presi- 
dent of marketing for the 
Household Div. He pre- 
viously had responsibility for 
company sales. 

Arthur F. Kimberley, for- 
merly director of sales in 
the Housewares Div., has 
been named director of mar- 
keting for the Office Furni- 
ture and Upholstered Furni- 
ture Divisions. 

James N. Rhoades, for- 
merly director of advertis- 
ing, has been named director 
of marketing services. 


Attendance Record 
At Housewares Show 


Two records were set at 
the 33rd National House- 
wares Exhibit held in July 
at Atlantic City. 

According to the National 
Housewares Mfrs. Assn., 
there were 8355 buyers in 
attendance. This is 172 more 
than last year. More buyers 
registered in 18 of the 28 
buying categories than last 
year. 

The largest group in at- 
tendance was the hardware 
and housewares distributors 
group with 2079. It repre- 
sented 53 percent of regis- 
trations in the 12 wholesale 
categories. 

Hardware dealers with 
441, were the second largest 
group of the 15 categories 
registered. They represented 
about 14 percent of the total. 

A second record set at this 
exhibit was the all-time high 
of 751 exhibitors. There 
were 717 last year. 


Wholesaler Writes 


Policy on Imports 
(Continued from page 100) 


proval will be returned at 
shippers’ expense.” 

The notice is signed by 
Ola E. Fee, vice-president 
and director of purchases. 

Many suppliers have writ- 
ten their approval of the 
policy, the company reported. 

“We recognize the need for 
imports for national econ- 
omy, and know that some of 
our items, such as knives, 
come from Germany, blades 
from Sweden, etc.,” Mr. Fee 
points out. 

“This is not the purpose of 
our notice. We are trying to 
impress on manufacturers 
and especially the manufac- 
turers’ representatives, the 
continued need for American 
manufactured items. by 
American labor.” 
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News of the Trade 


Hoots at old-age pensions 





J. B. Whitten Is 78, Ranning His 4th Store 


acl OL 


J. B. Whitten at his familiar post behind the cash register. 


J. B. Whitten opened his fourth hardware store, 
at Sherman, Texas, 13 years ago. He was then 65 
years old. 


Now Mr. Whitten is 78, doesn’t look 65, and he 
thinks old-age pensions are for the birds. 


“Too many people are looking for someone to 
take care of them, instead of taking care of them- 
selves,” he says. 


Before coming to Sherman, Mr. Whitten had 
stores in the Texas towns of Windom, Saltillo, and 
Mineola. 


This sprightly, very busy dealer has assorted 
opinions that should make many a younger dealer 
think twice about his future. For example: 


On retirement: “That word’s not in my Bible. 
The Lord didn’t tell anybody to retire. Said to 
work six days. That’s what I do, from 7 a.m. ’til 
7 p.m. daily.” 


On personal habits: “I don’t smoke, chew, dip, or 
drink. Never did. Didn’t drink coffee until I was 
60.” 


On married life: “Been married 53 years to the 
best saleswoman I ever saw.” 


On Sherman: “Best town and people I ever 
saw. We should be bigger than Dallas.” 


Rugged individualist Whitten has a thriving busi- 
ness which he credits to two things: Advertising; 
and a sizable stock of articles not found in many 
modern hardware stores. “Slow moving items,” he 
calls them. 


Mr. Whitten belies his age by steady self-im- 
provement. Right now, he is studying books on 
how to be a salesman. 


Dealer Whitten is figured to be the oldest retail 
merchant still active in Sherman. He likes his old- 
fashioned store. And he plans to keep right on 
selling horse-collar pads, crockery milk churns 
with hand-operated dashers, and the like. 


Retirement some day? 
older.” 


“Sure, when I’m a lot 








PASTE-BAK 
reseals loose wall- 
paper without spot- 
ting or tearing. 


STRIP-SHIELD 
masking paper and 
adhesive tape com- 
bined — protects all 


TRIM-GUARD 
keeps paint where it 
belongs, protects ad- 
joining surfaces. 


adjoining surfaces. 
Two sizes. 


Retail 98¢ and $1.98 


Retail 39¢ Spring steel blade. 


Retail 25¢ 
SMOOTHY 


removes scale, rust, . 

old wallpaper. Hard- 5 

ened steel blades. 

Never wears out. 
Retail $1.00 





PLASTER-STIK 


the quick, easy way to 
fill hairline cracks. 
Works equally well 
under all paints. 
Retail 25¢ 


PAINTERS-PAL 


for painting hard-to- 
reach places. Bends to 
fit. Retail 25¢ 


CRAK-SEAL 


pure white plastic 
strip repairs ugly 
crack between wall 
and tub or sink. 
Retail $1.69 


joints. Prevents gaul- 
finishes walls where 
al ~ DR () al s face. Retail 59 
without filling. 
Sold through qualified wholesalers by: 


PIPE-SEAL 
for perfect leak-proof 
Y() l} ( } ing. Retail 15¢ 
Vi 1 N FY TR 7 F ROLLER-TRIM 
roller misses. Fine 
mohair brushing sur- 
SCREEN-PAINTER 
ITF \ S . gets into screen mesh 
Retail 39% 
. ad 
The LEONARD COMPANY bept. 8, 506 Third St. 
Des Moines, lowa 











Want more facts? Circie 165, p. 63 








Boxed Clean-out Augers: 


strong, close wound '%4” 


IN DRAIN 


CLEANING © 
TOOLS... 


spring, with rotary 
handle. Attractive 
counter display box. 


THE 
LEADER Is 


GENERAL 


All-new Spin-Thru: 
handy, compact house- 
hold tool. Colorful fin- A) 
ish attracts customers. a 
Clean, no-mess opera- 
tion. 10, 15, and 25 
foot sizes. 


Metal T-Grip 
handle or 
wood grip 
handle. 





FOR 


PROFITS. 


FULL LI NE. Flat Sink and Drain cleaners: flexible. 205 Graphite has never been 


AND with holder and spring boring head. 
ASSURANCE Also flat sewer rods for larger lines. 


OF 
QUALITY. 





Closet Augers: removes closet 
obstructions quickly and 


efficiently. 
y ideal for home use. 


Send for full-line details on hand 
and power pipe cleaning tools. 


GENERAL WIRE SPRING CO. & 


WHOLESALERS THROUGHOUT THE U.S AND CANADA 





Want more facts? Circle 166, p. 63 


improved on for forming a protective, 
lubricating, low friction film impervious 
to heat, cold and moisture. Penetrates 
smallest cracks ... wearsin... not out! 


Case lots of 1 and 5 pound packages; 
25 pound drums. Prices and 
information on request. Ask your 
wholesaler or write us today. 


Wholesalers’ inquiries invited. 


GP-283-1 


THE UNITED STATES GRAPHITE COMPANY 


DIVISION OF THE WICKES CORPORATION, SAGINAW 9, MICHIGAN 


Want more facts? Circle 167, p. 63 
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News of the Trade 





Food Chain Tests Selling Hardware In Own 
Department, Not As Rack Jobber Operation 


Hardware is going into a 
food chain in suburban Chi- 
cago on the basis of a sep- 
arate department, not as a 
rack jobber operation. 

This is the significance of 
a test department to be set 
up in a Garofolo Super G 
food store this fall in River- 
dale, Ill. Garofolo’s is an 
expanding local food chain 
with sales of $7 million a 
year. 

Hardware will be in its 
own section, with its own 
check out counter and de- 
partment manager. The de- 
partment expects to cash in 
on food store traffic yet func- 
tion as a separate sales area 
of the store. 

Supply arrangements have 
been made with Best Hard- 
ware, Chicago, which is 
wholesale supplier to 70 
franchised hardware stores 
plus associate stores. 

Garofolo Super G will be 
treated as an associate store. 


That means it will carry a 
limited line, may buy from 
other wholesalers, and the 
manager will use Best’s sys- 
tem of the retailer writing 
up his own orders. 

Best Hardware supplies 
retailers whenever possible 
through drop shipments, at 
dealer cost of 6 percent over 
wholesale. Out of stock mer- 
chandise is supplied from 
Best’s warehouse at 16 per- 
cent over wholesale cost. 

Garofolo’s hardware _ sec- 
tion is to be stocked with 
seasonal, impulse type lines 
that appeal primarily to wo- 
men. Lines will include 
housewares, paint sundries, 
fasteners, garden supplies, 
and a few fast moving elec- 
trical and plumbing items. 
The store owner expects to 
have 5 to 8 stock turns a 
year. 

The hardware section will 
use about 8 percent of the 
grocery store’s 19,000 sq ft. 





OBITU 


ARIES 








Harry A. Lainson 


Harry <A. Lainson, 74, 
chairman of the board of 
Dutton-Lainson Co., Hast- 
ings, Neb. wholesaler, died 
suddenly Aug. 10 in a Hast- 
ings hospital. Mr. Lainson 
went to Hastings in 1915 as 
a salesman for an Omaha 
wholesale hardware firm. In 
1920 he joined M. Dutton & 
Sons Co. which specialized 
in making saddles. Mr. Lain- 
son organized and headed a 
wholesale hardware depart- 
ment for the firm in the same 
year. He acquired controlling 
interest in 1930 and became 
president. He was elected 
chairman in 1950. His son, 
Hal Lainson is president of 
Dutton-Lainson Co. 


Charles E. Easter 


Charles E. Easter, buyer 
and manager of the automo- 
tive department, Dutton- 
Lainson Co., Hastings, Neb. 
wholesaler, died suddenly re- 
cently. Mr. Easter had been 
with the firm 43 years. 


Carroll Chapman Byers 


Carroll Chapman Byers, 
64, buyer and sales manager 
of London Hardware, Inc., 


CHAPMAN BYERS 


CARROLL 


Tampa, Fla., wholesaler, died 
Aug. 16. Mr. Byers started 
his career in 1908 as a stock 
clerk at Jones Miller Hard- 
ware, Louisville. From 1910 
to 1928 he was with Bowen 
Bros. Hardware Co., 
Augusta, Ga. He then 
traveled for Hibbard, Spen- 
cer, Bartlett & Co., Evans- 
ton, Ill. for two years. In 
1930 he joined Glidden Paint 
Co. In 1940, Mr. Byers 
joined London in sales. 


Fred W. Krug, Sr. 


Fred W. Krug, Sr., 64, re- 
tired owner of Krug Hard- 
ware Co., Paterson, N. J., 
died of a heart attack Aug. 
14. Mr. Krug operated his 
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Demonstrations told the story at the sales manager's 
meeting held by Pioneer Chain Saws, OMC Engines 
& Equipment Div., 
gan, Ill. George Hean shows fellow sales managers 
how the new Model 610 with bow saw attachment 
will cut through an elm at Burlington, Wis. Company 
officials detailed sales, service, and promotion cam- 
paigns for the 196! line due for introduction this 


Outboard Marine Corp., Wauke- 





hardware store for 30 years 
before retiring five years 
ago. At that time he turned 
the business over to his son, 
Fred, Jr. 


Charles Daniel Miller 


Charles Daniel Miller, 84, 
part owner of Miller Hard- 
ware Co., Eustis, Fla., died 
Aug. 16. Mr. Miller moved 
to Eustis in 1914 and he and 
his brother operated a hard- 
ware store there for many 
years. 


Peter A. luni 


Peter A. Iuni, 43, hard- 
ware store official of Jack- 
son, Mich., died recently in 
Mercy Hospital, Jackson. 
Mr. Iuni was secretary-trea- 
surer of West Point Hard- 
ware and two other firms in 
Jackson. He also managed 
the hardware store. 


idell E. Davis 


Idell E. Davis, 78, retired 
owner of the Stockyards 
Hardware & Paint Co., Chi- 
cago, died July 20 at his Chi- 
cago home. Mr. Davis retired 
three years ago. 


Frederick J. Stebbins 


Frederick J. Stebbins, 76, 
president of a Chicago hard- 
ware firm, died July 23 at his 
home in Chicago. 


A. E. Knaeble 


A. E. Knaeble, industrial 
salesman for Janney, Semple, 
Hill & Co., Minneapolis 
wholesaler, died Aug. 16 in 
Minneapolis following  sur- 
gery. Mr. Knaeble joined 
Janneys in 1921, in the claims 
department. In 1930 he took 
over an industrial sales ter- 
ritory. 


John A. Elstone 


John A. Elstone, re- 
tired shipping foreman for 
Belknap Hardware & Mfg. 
Co., Louisville, died Aug. 15 
in Louisville. Mr. Elstone 
had been with Belknap for 
more than 30 years before 
his retirement in 1951. 


bi, 


R. Paul Long 


R. Paul Long, 77, presi- 
dent of J. H. Long Hardware 
Co., Stroudsburg, Pa., died 
Aug. 2 after a long illness. 
Mr. Long started in the hard- 
ware business in 1899 as a 
member of the store founded 
by his grandfather. Mr. Long 
was elected president in 1955. 


F. Gordon Fraser 


F. Gordon Fraser of Dia- 
mond Tool & Horseshoe Co., 
Duluth, Minn., died July 8. 
Mr. Fraser was manager of 
the Toronto, Ont., office. 








HA Photo Angles 


A report in pictures 
of events in the trade 





~ f° 


Product and promotion plans for the coming months were discussed at the summer meeting held by True 
Temper Corp. for its hardware division. Sales and administrative personnel of the Cleveland firm are 
shown gathered at the meeting site in St. Clair, Mich. 


Certificates were awarded to 30 
hardware people who completed 
the Spring Training Program 
sponsored by the Builders’ Hard- 
ware Club of Southern Califor- 
nia. Some of the 30 certificate 
holders are shown here after 
completing the course. Average 
attendance for individual classes 
in the course was 50 persons. 
(See story on page 1/00). 


New products, promotion plans and new packaging methods were highlighted at the fourth annual sales 
meeting in August by Wood Shovel & Tool Co., Piqua, Ohio. Sessions were held at the Trojan Motor 
Inn, Troy, Ohio, and at company headquarters in Piqua during the four day meeting of sales and ad- 


ministrative people. 
= 
: = 
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Classified Opportunities Section 





Help Wanted, Accounts Wanted 
Business Opportunities 
Representatives Wanted, etc. 
Set solid, maximum 50 words 
ach additional word 
Positions Wanted 
(Special Rate) set solid, maximum 
words 
Each additional word 


Allow Seven Words for Keyed Address 
or Your Address 





CLASSIFIED ADVERTISING RATES 


BOXED DISPLAY AD RATES 
$8.00 per column inch 
5%, discount allowed for 4 or more cop- 
secutive insertions of Boxed Display Ads. 


Cuts or special borders not accepted. 
Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


NOTE: Samples of merchandise, literature, 
catalogs, etc., will not be torwarded to box 
number advertisers, unless accompanied by 
sufficient postage for remailing. 


No agency commission allowed. 


HARDWARE AGE is published every other 
Thursday. Classified forms close 3 weeks 
prior to publication date. 


Remittance must accompany order in ferm 
of check or money order, payable to HARD- 
WARE AGE—Classified Section, not currency 
or stamps. 








REPRESENTATIVES WANTED 


REPRESENTATIVES WANTED REPRESENTATIVES WANTED 





PAINT BRUSH SALESMEN WANTED 


Several protected territories open for men 
with established following now calling on 
Paint, Hardware Stores and Lumber Yards, 
etc. Give all particulars first letter, all in- 
quiries held strictly confidential. Write: 
Majestic Brush Mfg. Corp., 210 W. 29th 
St., New York 1. 


REPRESENTATIVES WANTED 


EXCELLENT LINE for sales represen- 
tatives calling on the retail trade in 
hardware, department, variety and chain 
stores. Item has excellent repeat busi- 
ness! Good commissions. Write, giv- 
ing territory and background. 


MIDWEST PLASTICS INCORPORATED 
208 Bates Avenue St. Paul 6, Minn. 





SALESMAN WANTED 


For one of East Coast’s oldest and largest whole- 
salers of Hardware, Housewares, Toys, Sporting 
goods, etc. Excellent opportunity for experienced man 
with a following to associate with this aggressive 
full-line company, whose territory covers lower New 
England down to Virginia. Submit complete resume 


Box H-30, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 











MANUFACTURERS REPRESENTATIVES 


Established Manufacturer of Epoxy Resins, formu- 
lated into porcelain refinishing products, aerosol ap- 
plied, has exclusive territories available for qualified 
men calling on hardware wholesalers, distributors, 
variety chains, housewares, plumbing and building 
suppliers. Product thoroughly tested and guaranteed. 
After use in its service department, for past two 
years, now perfected so it can easily and successfully 
be applied by anyone. 
Box H-49, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


NATIONAL MANUFACTURER 


of good quality, competitively priced paint 
brushes, has several protected territories 
available. Top commission, all shipments 
prepaid. Splendid opportunity for the right 
men. State full particulars in first letter. 


Box F-57, e/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


Manufacturer's Representative 
WANTED 


Sell Nationally Advertised Line te Hardware, Elec- 
trical and Automotive Jobbers. Opportunity to cash 
in on fast selling Electrical Circuit Tester. Retails 
for only $1.98. Some good territory open several 


states. 
BURNWORTH TESTER CO. 


815 Pomona Ave., E! Cerrito 8 Calif. LA 5-7599 











SALESMAN WANTED 


Experienced paint brush salesman wanted. Ex- 
cellent proposition for man who has following. 
Salary plus commission. 


Box K-12, ¢/e HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 








MANUFACTURER 
REPRESENTATIVES 


Wanted now calling on Hardware Jobbers to 
represent brush manufacturer line, is presently 
merchandised through other fields. Full details 
in first letter. 


Box K-17, e/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 








SALES AGENTS WANTED 


TO CALL ON WHOLESALE & RETAIL HARD- 
WARE COMPANIES SELLING MANILA, SISAL 
AND NYLON ROPES IN GULF AND NEW 
ENGLAND AREAS. 
Box K-16, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 











REPRESENTATION WANTED FOR NEW 
LETTER & NUMBERS AND PLATES. First 
time offered. State as follows: Sales represen- 
tation mow carried; area now covered—size of 
agency—number of salesmen or individuals, es- 
tablished length of representation. Terms and 
conditions. Domestic and foreign. P.M.E. Mfg. 
Co., 106 Nylon Ave., Livingston, N. ]. 





REPRESENTATIVE WANTED. Some choice 
territories open for representatives calling on 
hardware trade to carry complete line of tool 
handles such as Axe, Pick, Sledge, Hammer. 
Shovel, Hoe, Rake handles and many other types 
of wood turnings. Liberal commission. Box G-14. 
c/o Harpware Ace, Chestnut & 56th Sts., Phila- 
delphia 39, Pa. 





ESTABLISHED MANUFACTURER 
PLASTIC GARDEN HOSE and S 
Floor Matting, Dro Clothes, Weatherstrip, 
Storm Windows, Clothesline, Freezer Bags has 
territories open for aggressive Sales Representa- 
tives. Competitive prices, dependable service. 
Advise area covered and lines carried. RELI- 
ANCE PLASTIC & CHEMICAL CORP., Pat- 
erson 26, New Jersey. 


OF 
Sprinklers, 


SALESMEN WANTED contact 
builders’ supply and manufacturers for sale of 
packaged do-it-yourself and standard sheet line 
perforated metal, also enamel cast iron cookware, 
two or three other attractive items available for 
right man. State experience, lines now handling. 
Covering 200-mile radius Philadelphia. Box H-29, 
c/o Harpware Ace, Chestnut & 56th Sts., Phila- 
delphia 39, Pa. 


hardware, 





MFRS. REP. TO CALL ON RETAILERS. 
Protected territories for aggressive men (with 
proven sales records) calling directly on retail 
hardware, lumber, dept. store & supply houses. 
Sell well established, complete, fine-quality garden 
hose line to retailers at distributor’s prices. Give 
full details first letter. Box K-10, c/o HARDWARE 
Acer, Chestnut & 56th Sts., Philadelphia 39, Pa. 





REPRESENTATIVES WANTED calling on 
wholesale hardware, lawn equipment, department 
stores, chain stores, to sell the outstanding gaso- 
line powered lawn edger, patented EMSCO. Com- 
petitively priced, nationally advertised. Most ter- 
ritories open—particularly strong representation 
desired in Florida and California areas. Send 
resume listing lines now handled and territory 
covered to: A. D. Goodman, EMSCO Edger- 
Trimmer Div., P.O. Box 14446, Houston 21, 
Texas. 


SALES REPRESENTATIVES for amazing 
LOXEM SAFETY LOCK. The only inside 
SAFETY LOCK that burglars cannot open from 
the outside. Provides positive protection, even 
after the door glass is broken. Basie added to 
any door, even windows. Liberal commissions 
State territories covered. LOXEM MFG. CO., 
481 Main St., New Rochelle 3, N. Y. 








REPRESENTATIVES WANTED FOR 
WHOLESALE and retail accounts to sell pat- 
ented Utility and Self Locking Rope Hooks 
Commissions high and steady. Not a line but 
two items that are new, different and high! 
saleable. An ideal extra for established reps. 
For details write Handell Hook Company, 8811 
Garfield Blvd., Cleveland 25, io. 


SALESMAN EXPERIENCED — To take 
over old established Jersey territory — call on 
Hardware Dealers, Lumber Trade and Chain 
stores. Wonderful opportunity for right man— 
drawing against commission. x H-41, c/o 
Harpware Acre, Chestnut & 56th Sts., Philadel 
phia 39, Pa. 


SALESMAN 
SPECIALTIES. 











PLUMBING & HEATING 
Sell for established firm 10% 
commission. Exclusive Territory. Replies held 
confidential. Akron Supply Co., Inc., 216 Grand 
Street, Brooklyn 11, N. v 





PE 


SRILLIANT 


TUB SEALER 


a PECORA, inc. 


300-400 W. Sedgley Ave., Phila. 40, Pa. © Garland, Texas 
Want more facts? Circle 168, p. 63 


WHITE 


LISeYVitacrrrvryvrTs 
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USE PECORA’s P.P.P. 


FOR SALES ZO0M'! 


Homeowners love this easy-to-apply 
tub sealer that stays so brilliant white. 
it’s one of Pecora's P.P.P.* (Perfect Profit Pair). They 


ask for it by name and recommend it tool 





REPRESENTATIVES WANTED ACCOUNTS WANTED SRURCTE Late el ole) - ball, teal 





REPRESENTATIVE WANTED 


Leading Hardware Jobber has opening for experiencea 
salesman with following to call on Hardware, Lumber 
and Garden Supply dealers in New Jersey Sussex, 
Warren, Hunterdon, Mercer, Burlington & Gloucester 
Counties All replies confidential Our Men know 
of this ad 


Bex K-13, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


Complete, Consistent and Conscientious Cover- 
age of Metropolitan New York and New Jersey 
to BOBROW-LEWELL Associates, 814 Broadway, 


New York 3, New York. ORegon 4-4540. 
WE GET RESULTS 








REPRESENTATIVE WANTED 


Salesmen calling on the hardware stores 
and want an extra item to sell. Excellent 
product (Patent Pending) with repeat 
business. Good commission. 


Bex K-15, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 








REPRESENTATIVES 


Covering all phases of jobbers. Can render 
reliable aggressive service. We are national 
distributors with established actively oper- 
ating branch offices in New York, Phila- 
delphia, Detroit, Cleveland and Louisvile. 
We carry the account or you can bill di- 
rect. Inquiries invited. WRITE ANCO Cor- 
poration, 7 Wood Street, Pittsburgh 22, Pa. 











OPPORTUNITY TO BUY 


established independent hardware store. 
Located in expanding So. Denver shop- 
ping center, established 9 years. 3000 
sq. ft. #1 location, has S. & Q. national 
buying affiliation, above average profits, 
sale increase 1960—1i2%. Inventory plus 
fixtures and air conditioning book value 
approximately $30,000. No blue sky. 
Owner opening new and larger store. 
Must have cash. Write or see M. M. 
Kealiher, owner, 619 So. Broadway, Denver 
9, Colorado. 








NATIONALLY KNOWN 
TURER OF COMPLETE line of QUALITY 
BUILT aluminum home poy aa products 
has a few desirable openings for + meget 
who now call on lumber dealers, bui ding supp 
houses, hardware stores, department and ape: 
stores. Items in line competitively priced. Can 
be carried as siie line. Fast growing organiza- 
tion, we supply effective sales aids and literature. 
Deliveries by our fleet of tractor trailers. Write 
immediately, supplying complete information, in- 
cluding present lines carried to Mr. Luther, Aristo 
Mfg., Inc., Cincinnati 41, Ohio. 


MANUFAC. 





REPRESENTATIVE WANTED TO SELL 
DIRECT to large users, retail or jobber level, 
plastic pipe, fittings and clamps, vinyl and mother 
of pear! covered closet seats. All types Industrial 
bose including hose for automatic washers. Box 

-30, c/o Harnpware Ace, Chestnut & 56th Sts.. 
Philadelphia 39, Pa. 





MANUFACTURERS REPRESENTATIVES 
calling on Wholesale Hardware, Marine, Paint & 
etc. to sell our line of READY WOOD Wood 
plastic. 10% commission. Write lines and terri 
tories. NORDLAN, Inc., P.O. Box 186, BALD- 
WIN, N. Y. 





— ny 


covering builders’ hard- 
(patent pending) vinyl 
Design makes all 
competitive Most terri- 
, c/o Harpware Ace, 
Philade ‘Iphia 39, P: 


AGENTS WANTED, 
ware jobbers, for hot new 
insert aluminum threshold. 
others obsolete. Price 
tories still open. Box 
Chestnut & 56th Sts., 





SALESMAN—TO COVER FLORIDA 
know wholesale locksmith supplies lines 
carry other lines. Good opportunity 
Southern Lock & Supply Co., 1230 28th 
South, St. Petersburg 12, Florida 


ACCOUNTS WANTED 


AGGRESSIVE, REPUTABLE MANUFAC. 
TURERS’ REPRESENTATIVE open for addi- 
tional Hardware, Housewares or Garden line for 
Metropolitan N. Y.-N. J. Have strong, well es- 
tablished following among Hardware, Housewares 
and Garden Wholesalers, Rack jobbers, Chains 
and Catalog houses. Thorough know-how promot- 
ing, marketing lines for utmost potential Box 
F-18, c/o Harpware Ace, Chestnut & 56th Sts., 
P hiladelphia 39, Pa. 


Must 
Can 
Write 


Street 





WANT SALES RESULTS? We get them 
because we eoncentrate in Michigan, Ohio, Indi- 
ana. Will handle two additional lines—only 
highest grade considered. Write Box <A-10, c/o 
Harpware AcGz, Chestnut & 56th Sts., Philadel- 
phia 39, Pa. 


ILLINOIS AND SOUTHEASTERN WIS. 
CONSIN. MANUFACTURERS REPRESEN. 
TATIVE open for an additional Hardware and 
Houseware line 
ware and Houseware Wholesalers, 
Chains, Mail 
cellent coverage. Box 
Chestnut & 56th Sts., 


Concentrated coverage of Hard- 
Rack Jobbers, 
Order and —— houses. Ex 
K-11, c/o Harpware Ace, 
Philaticlohia 39, Pa 





OPEN FOR NEW LINES—JOBBER COV 
ERAGE, OHIO & W. PENNSYLVANIA. Well 
established with ten years’ good acquaintance 
with jobbers in this territory. Top experience 
and sales know-how with tools, hardware, garden 
supplies. References from the trade and prin- 
cipals. Please write Box H-12, c/o Harpware 
Ace, Chestnut & 56th Sts., Philadelphia 39, Pa 





ADDITIONAL LI 
BOOMING SOUTHE 
K-19, c/o Harpware AG 
Philadelphia 39, Pa 


ES WANTE 
N CALIFORNIA 
gE, Chestnut & 56 


D for 
Box 
th Sts., 


N 
R 








LINES WANTED to sell on exclusive basis to 
the wholesale hardware trade in the Province of 
Quebec, Canada. We have long experience in 
this bi-lingual (Fr.-Eng.) market of five million. 
Robert Walby Limited, 4805 Cumberland Ave., 
Montreal 29, Quebec, Canada. 


HELP WANTED 


SALESMAN — HANDLE NATIONALLY 
KNOWN LINE of Flashlights and Batteries 
To cover North and South Carolina and Virginia 
Experience preferred. Commission Basis. Box 
K-14, c/o Harpware Ace, Chestnut & 56th Sts., 
Philadelphia 39, Pa. 





SALES MANAGER 
Brooklyn Jobber—- 
opportunity for live 
HARDWARE 
phia 39, Pa 





establishe:| 
{ 700d 
c/o 


For long 
Also call on chain stores 
wire man. Box H-42. 


BUSINESS OPPORTUNITIES 


TO BUY or SELL 
A HARDWARE BUSINESS 
Call or Write 
DAVID JARET CORP. 


150 Montague St. Brooklyn, N. Y. 
ULster 2-5600 Est. 37 Yrs. 


America's Leading Business Broker 

















PRODUCTS WANTED 


Established, AA! rated company wishes 
to acquire additional products. Prefer 
builder's hardware, hardware specialties 
or garden supplies. Will consider royalty, 
purchase or merger. 


Box H-25, ¢/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 











FOR SALE HARDWARE STORE, handling 
LP gas, building materials and the nation’s lead- 
ing appliances, located in the fastest growing 
section of Central Florida. Annual gross sales 
$300,000. 6000 sq. ft. of floor space. Controls 
majority of business in a fast expanding trading 
area. Must sell due to failing health. Box K-18, 
c/o Harpware Ace, Chestnut & 5oth Sts., Phila- 
delphia 39, Pa. 





IMPORTS! JAPAN! HONGKONG! Competi- 
tion tough, business hard to get? Let’s solve 
your problem. We represent large manufacturers 
in all fields of Hardware, acting as commission 
agents. Send us your inquiries for direct impor- 
tation. We can show you profitable results. 
BERKELEY PRODUCTS CORP., 1178 Broad- 
way, New York 1, New York. 





HARDWARE, HOUSEWARES AND TOY 
BUSINESS. Principal Conn. City. New modern 
pegboard fixtures $3,500.00. Inventory approxi- 
mately $17,000-$18,000. Will reduce stock to suit. 
Will sell or lease building. Excellent opportunity 
for couple. Owner’s health requires immediate 
disposal. Box K-20, c/o Harpware Ace, Chest- 
nut & 56th Sts., Philadelphia 39, Pa. 





BELIEVE IT OR NOT! For less than $.05 
each you can buy as few as three dozen brass 
key blanks beautifully embossed with your name 
and address in permanent raised letters. Write 

ay for free bulletin #858. HAZELTON 
CH AIN CO. (manufacturers of key blanks and 
sash chain), 81 Kemble St., Roxbury 19, Mass. 


com Chestnut & 56th Sts., Philadel- “Teaihalel oma TED 


ADVERTISING, SALES PROMOTION 
MANAGER. Proficient in direct mail, mail or- 
der. Experienced in space, and trade paper ad- 
vertising, copy, layout, catalogs, production. Spe- 
cialist in compiling, analyzing records, statistics. 
Handle correspondence, inquiries. Supervise 
clerical, order employees. Skilled in list mainte 
nance, agency liaison. Will relocate. Currently 
employed. Box H-43, c/o Harpware Ace, Chest- 
nut & 56th Sts., Philadelphia 39, Pa. 





HARDWARE MAN WITH 
wholesale and retail experience. 
administrative capacity 
tail hardware. ox 
Chestnut & 56th Sts., 


28 YEARS of 
Ability to act in 
- either wholesale or re- 
‘D-17, c/o Harpware Acz, 
Philadelphia 39, Pa. 





BOOM SALES WITH PECORA’ 


¢ §:8.- 


Customers reach for Red Devil spouted cartridges, 
one of Pecora's P.P.P.* (Perfect Profit Pair)... 
Through the years homeowners everywhere have demanded 
and rated it the top calking compound. Order yours today. 


PECORA, 








INC. 


300-400 W. Sedgley Ave., Phila. 40, Pa. © Garland, Texas 


Want more facts? Circle 168, p. 63 
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=A ht a Index to Advertisers 
CAST ALUMINUM Ath THE ADVERTISERS INDEX is published as a convenience and 


WEATHER not as a part of the advertising contract. Every care is 
Vv ANES taken to index correctly. No allowance will be made for 


errors or failure to insert. 
Cast in 3 di- 


mensional lite 
time alumi- 
num. Adjust- 
able Bracket. 


Fits any roof. 
5) $9.95 Ser hde.t 


in emt 
Retail 


: Remington low 
priced mail boxes 


ae are 


and ranch designs. 


Upright or horizon- 


at MODERN 1 . tal. in 5 colors. 
RA A 
=o TYPE . 
EMINGTON HARD 
a GREENWICH STREET - 


ARE CO., INC. 
New YORK 6, N. Y- 


—— 
Yen available in 3 
=e modern, traditional , 





>» UAL LEVELS | 


A LEVEL 
FOR EVERY 3 





; MERCH ANDISER 


NES PN 


got s 
ble sales—no 
anyones \ fixture pv uts co 
28° ck-bar. 


“fie te Permanent 


pLeTe pETAILS 


ENN. 
WRITE TOTO at ‘*. mIQUNSON CITY, T 


MAYES BROS. 7 





Want more facts? Circle 170, p. 63 
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A 
Airex Corp. 
Div. of The Lionel Corp... 99 
American Bleached Shellac 
Mfrs. Assocs. 
American Chain Div. 
a Chain & Cable 


acai Chain & Cable Co. 
Pennsylvania Power Mower 
Div. 20 
American Turpentine Farmers 
Assocs. 24 
Ames Co., O. 67 
Animal Trap Co. of America 93 
Arvin Industries, Inc. 
Consumer Products Div... 15 
Atlas Screw & Specialty Co. 93 


Bethlehem Steel Co. _... 73 
Butcher Polish Co. .... 2S 38 


Cc 
Columbia Fastener Cc 1. 
Cory Corp. i. oes 
Cyclone Fence Dept. ‘Amer. 
Steel & Wire Div. United 
States Steel 


DeMert & Dougherty, Inc... 103 
Dempster Mill Mfg. Co. ... 75 
Devcon Corp. 
Disston Div. 

H. K. Porter Co., Inc...2, 77 
Draper Maynard Co. ..... Ill 


Edmont, Inc. 


Flex-O-Glass, Inc. 
Warp Bros. 


Gardner Wire Co. 
General Electric Co. 

Wiring Device Dept. ... . 78-79 
General Wire & Spring Co. 105 
Gibson-Homans Co. 29 
Great Neck Saw Mfrs. Co. 102 


H 
Hodell Chain Co. 
Div. of Notional Screw & 
Mfg. Co. 
Hyde Mfg. Co. ........... 112 


International Salt Co., Inc. 19 
Iron City Tool Works, Inc. .. 81 


K 
Keystone Steel & Wire Co. 22-23 
Klein-Logan Co. ..... vere 90 
Krylon, Inc. 


Lake Chemical Co. ........ 75 
Leonard Co. 
LePage Div. 

The Paper Craft Co. .. 85 
Lionel Corp. 

Airex Corp. 99 
Lowe's, Inc. itl 


Marshalltown Trowell Co... 112 
Master Appliance Corp. .... III 
Master Lock Co. 





Mayes Bros. Tool Mfg. Co... 
McGill Metal Products Co. 
Miller Co., Inc., Robert E.. .. 
Minnesota Mining & Mfg. Co. 
Mossberg & Sons, Inc., O. F. 


N 
National Hardware Show. . 
National Housewores Mfrs. 
Assoc. 
National Screw & Mfg. Co. 
Hodell Chain Co. 
New England Lock & Hard- 
ware Co. 
Nicholson File Co. 


Oo 
Osrow Products Inc... 


Pp 

Pecora, Inc. 
Penens Tool Corp. 
Challenger Tools 


Pennsylvania Power Mower Div. 


American Chain & Cable 


Co. 

Pittsburgh Plate Glass Co. 
Paint Div. ... 

Plumb, Fayette, R. 

Porter Co., Inc., H. K. 
Disston Div. 

Proen Products Co. 

Puritan Cordage Mills, Inc. 


R 


Reardon Laboratories, Inc. 


Republic Steel Corp. 
Rival Mfg. Co. 


S 

Samson Cordage Works 
Sandvik Saw & Tool Div. 

Sandvik Steel, Inc. .. 
Seal Rite Caulking Co. 
Sensation Mower, Inc. 
Shuford Mills, Inc. 
Skil Corp. 
Slip Seal Co. ..... 
Smith-Gates Corp. ...... 
Swing-A-Way Mfg. Co. 


T 


Thompson Co., E. A. ea 
Tillinghast Products Co... 


U 


Union Steel Chest Corp. 
United States Graphite Co. 
United States Plywood Corp. 
United States Stee! 
Cyclone Fence, Dept. 
Amer. Steel & Wire Div. 


WwW 
Warp Bros. 
Flex-O-Glass, Inc. 
Water Master Co. 
Wear-Ever Aluminum, Inc... 


— Tent & Duck 


Wiss & Sons Co.., 4 | 
Woodhill Chemice! Co. 


Y 


Yale & Towne Mfg. Co. 
Lock & Hardware Div. 


110 
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112 
77 
21 
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13 


20 
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‘DRAPER-MAYNARD SPORTS EQUIPMENT 


One is best! 


Just like “too many cooks spoil the broth’”—the more sport- 
ing goods lines you have, the more headaches! More costs, 
too! You save when you stock and sell the one complete line of 
sports equipment your customers know. .. Draper-Maynard 
and MacGregor golf and tennis. You reduce inventory head- 
aches, brand confusion, duplication of orders, effort and paper 
work. In their place you get a complete line, with quality 
assured, quick delivery, faster turnover and higher profits. 
Get the full story. Write today for complete information, cat- 
alogs, and name of your nearest Draper-Maynard wholesaler. 


DRAPER-MAYNARD SPORTS EQUIPMENT 


Phe Lithy Dag Kinet? a division of The MacGregor Co. 4861 Spring Grove Avenue, Cincinnati 32, Ohio 
Want more facts? Circle 171, p. 63 





KRYLON 


SPRAY PAINT 


Advertised in Life, Saturday Evening Post, Good 
Housekeeping, Better Homes & Gardens, American 
Home, McCall’s, Ladies’ Home Journal, Popular 
Mechanics, and Sunset Magazine. 


The Brand with Demand! 


KRYLON, INC. NORRISTOWN, PA, 
Want more facts? Circle 172, p. 63 








SANITARY NITTER FOR CATS 


Twenty-eight million cat owners in 
U.S. offer you a BIG PROFIT oppor- 
tunity. Kitty Litter is nationally ad- 
vertised and already in demand! Stock 
up and cash-in locally. 
AVAILABLE THROUGH 
YOUR DISTRIBUTOR 


LOWE'S, INC. 


Want more facts? Circle 173, p. 63 





FLAMELESS BLOW TORCH 


For applications requiring quick concentrated 


| heat blast up to 1000° F. without flame. Soften, ¥ 
| form, mold and patch plastics, etc. Temperature 


varied by air intake adjustment. 110-120 V. 
AC-DC motor, 8 ft. heavy duty cord. Intermittent 
duty. Other models available with lower temp. 
ranges. Most of the big names in industry use 
MASTER HEAT BLOWERS in laboratories or 
in production. 

Model 12750—110 Volt 


For quick electrically heated air up to 
500° F. For accelerating drying 
processes or for localized heating. 
B.T.U. 3400. Air velocity 2000 FPM. 
110-130 V. AC only. 8 ft. heavy duty 
cord. Continuous duty. 2” dia. x 3” 
long discharge nozzle. Order through 
your local laboratory or industria] 


_ supplier or d 
300° 000 


F.—1 


Want more facts? Circle 174, p. 63 
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MARSHALLTOWN 
: TROWELS 


(MARSHALLTOWN|) 


MARSHALLTOWN TROWEL COMPANY « 


MARSHALLTOWN, IOWA 


Want more facts? Circle 175, p. 63 








NEW SALES IDEA - SEE /T AT THE NATIONAL HARDWARE SHOW 


BW Smorgas-board 





Want more facts? Circle 176, p. 63 


SACK RACK ‘W.wir’ 


Compact way to store sacks and bags. 
Holds 40 or more. 

Quickly mounted on cabinet doors, storage 
closets, any flat surface. 

Two screws furnished. 


Attractive, Silvery, 
Non-Rusting. 

‘#4 SR-89Display Carded. 

| Retails 89¢ 


Write for Information & Nearest 
Representative 


THE SLIP SEAL COMPANY 


; 1325 Redondo Ave., Long Beach 4, Calif. 





Want more facts? Circle 177, p. 63 




















——— 


49% PROFIT with 


MOUSE SEED 


14 package display carton 
costs $2.50, sells out for | 
$4.90...nearly double your | 
money! Fast and clean, no 
bait or traps, Mouse Seed 
has been the choice of 
home owners for over 60 
years. Order today! 








W. G. REARDON LABORATORIES, INC., Port Chester, New York 








Want more facts? Circle 178, p. 6 “= eS 


Original 
3 Prong Glides 


Set of 4 ina 
3-color Display 
Box, 12 Boxes TS RUA Bakelite Furniture Rests 
in Carton. with universal socket. 











STOP PROFIT LEAKS 


Hundreds of dealers have 
discovered the _ effective- 
ness of HARDWARE AGE 
Pocket Want Cards for 
minimizing outs and keep- 
ing track of shorts and 
special requests. 


More than 500,000 
HARDWARE AGE Pocket 
Want Cards have been 
purchased by dealers this 
year. Many have reor- 
dered several times. 





HARDWARE AGE 
Pocket Want Card 


Vow can? sefl ©, unless ifs in stock, Witte 
doen here of! out. iow stocks end special 
request. Give site. color model, ot fake 
0 e@w card each morning Turn card in each 
rary 



































Cards fit neatly in jack- 
et or shirt pocket. Write 
down outs, etc., immedi- 
ately, as soon as you discover them. Card is 
turned in each evening to store manager for 
review. Take a new card each morning. 


(wee beck of cord 4 you coed more epece) 











Save time and money. Order a supply now. 


90 cards for $1.00 or 600 cards for $5.00, postpaid. 


Send order with check or money order to 
Pocket Want Cards, Harpware Acer, Chestnut 
& 56th Streets, Philadelphia 39, Penna. Make 
checks payable to “HA Reader Service Dept.” 





New ‘‘color-full" 
ages for greater sales. 
All of the 
lustrated are packed 
4 to a set, for fast, 
compact and easy 
sales. A size and style 
to suit every purpose. 
Stock our complete line. 


ROBERT E. MILLER & CO., INC.., 


Rubber Cushion 
Glides 


BAKELITE FURNITURE GLIDES 3 color 
Wonderfal for all WOOD and METAL Farni- a 
ture. Glide 8 Silently, Smoothly elie a card. 


P Case hard- 
pack- LEM? ened steel. 


Glides il- 


Drive on type Bakelite Furniture 
Rests, with needie point nail. 


Ask your jobber or write 
35 Pearl St., New York 4, N. Y. 
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A small mint in less than 
2 sq. ft. of floor space! 


HODELL 
‘Dog Chains 


You'll sell more dog chains ...and sell them faster. : . with 
this compact and colorful display. 67” high, dog owners can’t 
miss it. They'll stop to examine the chains, handle them to 
get the feel. Their quality is immediately apparent. Result: 
more impulse sales for you, more sales set up for the future. 
You'll get the fastest possible turnover ... with this attractive 
merchandising display and starter set. 


Here’s how starter stock pays off 


Returns, atretail . . . . . $36.60 
(at suggested resale prices) 
Dealer’s cost, complete. . ; 


DEALER’S PROFIT 


(Prices subject te change) 


36-piece starter stock includes a balanced assortment of fast- 
selling, brightly plated Dog Leads, Choke Chain Collars, and 
Exerciser Chains. You can order individually packaged refills 
of any item, at any time, through your distributor, to keep 
your stock complete and working for you all the time. 
(Shipping weight, complete with display stand, 23 Ibs.) 


Complete with 36-Piece Assortment 
and Display Stand 


A certain sales-maker. Requires only 15” x 18” of floor space: 
Brightly colored sign and sturdily constructed, well-balanced 
stand made of quality bar steel stock, weighs 7 lbs. One screw 
assembly. Plenty of room on racks to display biggest items: 


Write for Illustrated Catalog Sheet 
Order From Your Hodell Distributor 
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HODELL CHAIN COMPANY 
CLEVELAND 3, OHIO 


Division of National Screw & Mfg. Co 


National, 











